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Rough Proofs 


Reforms should begin at home, 
but seldom do. For instance, Rough 
Proofs started a movement in last 
week’s issue against the use of 
“Xmas” as a substitute for “Christ- 
mas,” and the editorial department 
gummed the works by using that 
“hated distortion” in a headline in 
the same issue. Ah, well-a-day! 

*” * ~ 


They call it the oral cavity, but 
with the food, fruit, dentifrice, 
tooth-brush and mouth-wash manu- 
facturers digging into it, it begins 
to look as if it should be renamed 
the advertisers’ Mammoth Cave. 

* * * 


Now that some of the automobile 
manufacturers are advertising deliv- 
ered prices for their cars, J. H. M. 
inquires to know why this attractive 
plan isn’t put into effect by Dr. 
Stork and the hospitals. 

* * + 


Bruce Barton has officially with- 
drawn his statement that there are 
only fifty good copywriters in the 
whole country. After hearing from 
the 150 copywriters in his own or- 
ganization, Mr. Barton probably de- 
cided that he had taken in too much 
territory. 

. a oe 


You remember, of course, the pug- 
nacious chap in the b. p. bar-room 
days who announced that he could 
lick any so-and-so in the county. 
He received no bids and raised the 
ante to include the state and then 
the country. At that a husky 
stranger smacked the pugnacious 
one into the saw-dust. As he arose, 
he remarked sadly, “Well, I guess 
I took in too much territory.” 

* * * 


Campbell’s calls consommé “the 
formal soup,” thus suggesting that 
it is particularly unfitted for use in 
decorating shirt-fronts. 

* + * 


The president of the Cinderella 
Cosmetics Company remarks that it 
is surprising how many women do 
not know how to use cosmetics. Nor 
when, nor where. 

+ * + 


Henry Ford says that prosperity 
consists in a free interchange of 
commodities, regardless of profits. 
Does that mean that if the second- 
hand Ford market is brisk enough, it 
doesn’t matter whether new Fords 
sell or not? 

* * * 


All speed records were broken re- 
cently in getting a storage-egg com- 
paign on the radio. Well, in the 
case of a storage egg, speed would 
not be without its advantages. 

* + * 


“You probably wonder,” said 
M. H. Aylesworth, of the National 
Broadcasting Company, in his Chi- 
cago talk, “why so many senators 
and congressmen are on the air. 
Sometimes I wonder myself.” 

That seems to make it unanimous. 

* * 


In spite of the success of the hali- 
tosis appeal, the Lambert Pharmacal 
Company has found the public slow 
to grasp new ideas. Putting it dif- 
ferently, a large section of the 
public never grasps a new idea until 
it has ceased to be new. 


* ¢ # 


But wouldn’t it be just too bad 
for advertising managers, agencies, 
publishers and others if every good 
new idea were immediately grasped 
by the public and put into active op- 
eration? One insertion and the cam- 
paign would be over. 


Copy Cus 


SCOTT TISSUE 
SALES RESPOND 
TO CAMPAIGN 


Big Gain in Volume Made This 
Year 


New York, Dec. 4—How success- 
fully the advertising of the Scott 
Paper Company has focused public 
attention on a delicate subject is 
indicated by current sales figures. 


For the first ten months of 1930, 
the company’s sales aggregated 
$7,334,000, an increase of 13.8 per 
cent over 1929. The October in- 
crease over 1929 was 43.6 per cent, 
indicating that the campaign car- 
ries a cumulative value. 


When the J. Walter Thompson 
took over the Scott account three 
years ago, it instituted an exhaus- 
tive investigation of the toilet paper 
field. The survey indicated that un- 
known private brands, many of du- 
bious quality, flourished by the 
hundreds. 


Questionnaires mailed to hundreds 
of physicians developed the startling 
fact that rectal diseases are com- 
monplace, literally millions suffer- 
ing from them. Doctors were not 
backward in taking the attitude that 
a contributing factor is the fact that 
many of the brands of toilet tissue 
on the market are made of reclaimed 
waste material and are chemically 
impure. 


No Brand Stipulated 


Another fact uncovered was that 
some of the false modesty inherited 
from the nineteenth century clung 
to this subject and that the vast 
majority of women merely asked for 
toilet paper, without regard to brand 
name. 


All of these facts were linked up 
to form one of the most effective 
campaigns of recent years. Though 
the copy was such as not to offend 
any one, it did not beg the subject, 
but stated the facts that the re- 
search had uncovered. These truths, 
incidentally, were confirmed by hos- 
pital superintendents, urologists, 
proctologists and others. 


That the copy was read with in- 
terest and conviction by millions of 
men and women throughout the 
United States is not strange. That 
not a single criticism has resulted 
is evidence of the skill with which 
the advertising was prepared. 


An interesting point is that the 
general magazines and newspapers 
carrying the copy did not take ex- 
ception to the subject nor its han- 
dling. The question of censorship 
has never been raised. 


In most of the advertisements, 
halftones, showing an afflicted per- 
son, dominate the layout. The word 
“toilet tissue” usually has a promin- 
ent place in the head. 


The advertising has been confined 
to black and white. It is running 
in The Ladies Home Journal, Good 
Housekeeping, Woman’s Home Com- 
panion, McCall’s Magazine, Pictorial 
Review and The Saturday Evening 
Post. Space of 5 columns by 15 
inches is used in 75 daily news- 
papers in the larger cities. 


The 1930 appropriation, repre- 
senting a considerable increase over 
last year, will be further expanded 
in 1931, the company indicated. 


M. H. Aylesworth, president of the 
National Broadcasting Company, 
made a sensational attack on elec- 
trically transcribed radio programs 
in addressing a joint meeting of the 
Chicago Advertising Council and the 
ways and means committee of the 
Chicago Association of Commerce at 
the La Salle Hotel in Chicago De- 
cember 3. 


“What are these mysterious pro- 
grams referred to as ‘electrical 
transcriptions’?” Mr. Aylesworth 
‘nquired. “For the benefit of those 
who do not know, I’ll tell you: They 
are phonograph records prepared 
for use in radio broadcasts. 

“We sympathize with the station 
which is too small to be able to 
afford original talent, or the station 
which needs revenue with which to 
continue to operate, but we believe 
that the phonograph record has no 
place on the air. If we are to have 
broadcasts of that kind, we had bet- 
ter go back to the records which we 
can buy and play on our own pho- 
nographs. 

“It is a waste of the valuable 
wave rights assigned to radio sta- 
tions to use them in broadcasting 
phonograph records. The living 
voice, original music and news 
events put on the air at the time 
they happen are the justification for 
radio.” 


“Unfair to Chains” 


In an interview given ADVERTISING 
AGE after his talk, Mr. Aylesworth 
said that while it is true that the 
National Broadcasting Company has 
experimented with transcriptions, it 
has definitely turned down this 
method of presenting sponsored pro- 
grams. He added that he believed 
it is unfair to expect the chains to 
carry the burden of broadcasting 
news events and permit the phono- 
graph records to get the advertiser’s 
business without contributing any- 
thing of public service. 

In his talk, which was heard by 
an overflow audience of more than 
700, Mr. Aylesworth insisted that 
there is no competition between the 
radio and newspapers for advertis- 
ing volume. 

“They are two parallel services,” 
he explained. “The radio cannot take 


Aylesworth Attacks 
Transcriptions As 
Waste of Facilities 


the place of the newspaper. I know 
that the manufacturers who are 
sponsoring programs over the NBC 
chain are using more newspaper 


M. H. Aylesworth 


advertising now than they did be- 
fore they started broadcasting. 


“The radio owes much to the news- 
papers, which have created interest 
in it by the publication of news and 
other information about programs 
and technical developments. The two 
supplement each other, and do not 
compete.” 


Mr. Aylesworth answered the in- 
quiry which has been raised a num- 
ber of times of late with reference 
to the compensation of stations car- 
rying chain broadcasts by saying 
that it is hoped in the near future 
to increase the income received by 
them for participation in these pro- 
grams. Most of the cost is now ab- 
sorbed by the wire service main- 
tained by the NBC. 


Adjust Compensation 


The speaker paid a tribute to 
Amos ’n’ Andy, the Pepsodent fea- 
ture, as being the first important 
program which has been developed 
as a characteristic radio feature. 
He said that it is a popular program 


(Continued on Page 11) 


New York, Dec. 5—A minimum 
tising appropriation of Lehn & Fink, 
tising will say. The announcement 


ucts next year is the 
year of sound business.” 


Canada Increases 


circulars, have been announced. 


and price lists which are not of an 


A. B. P. Announces James H. McGraw Awards 


New York, Dec. 5—The 1930-31 awards of the Associated Business 
Papers, Inc., for editorial accomplishment in member publications, will be 
known as the James H. McGraw Awards. 


Mr. McGraw, who will contribute the amount, is chairman of the 
board of the McGraw-Hill Publishing Company. 


This series of awards was established three years ago. 


$2,000,000 Is Lehn & Fink Appropriation 


of $2,000,000 will be the 1931 adver- 
the company’s December trade adver- 
is worded: 


“Money talks. Putting up $2,000,000 to advertise Lehn & Fink prod- 
way we know to voice our faith in 1931 as a 


Duty on Circulars 


Toronto, Ont., Dec. 5—Increased duty on advertising matter to Can- 
ada and the addition of a 35 per cent. ad valorem duty on advertising 


The ad valorem duty may be remitted in the case of bona fide catalogs 


advertising character. 


DEALERS BACK 
PLAN TO SELL 
BONDED HOMES 


Form Corporation to Handle 
Financing 


The Associated Leaders of Lum- 
ber and Fuel Dealers of America, 
collaborating with manufacturers of 
building materials and Ames, Eme- 
rich & Co., Chicago investment bank- 
ers, approved plans for forming a 
$68,000,000 corporation to merchan- 
dise and finance trade-marked homes 
on a national scale at their meeting 
in Chicago December 2-4. 

“Our purpose,” explained Arthur 
A. Hood, president of the Associated 
Leaders, “is to enable the retail 
building material dealer to wrest 
sales control in this field from the 
mail order merchandisers of com- 
plete homes, contractors, speculative 
builders, realtors, etc. 

“The proposed corporation, we 
are convinced, is the practical ap- 
proach to the national home market, 
making available to home buyers 
through our members attractive 
values and terms that will stimulate 
buying.” 

The plan is to decrease equity 
payments from the customary 33% 
per cent or more to 25 per cent, de- 
crease interest on the balance to 6 
per cent net and enable the home 
buyer to pay off the mortgages at 
the rate of $8.44 per thousand per 
month on a 15-year basis. 


Justification for Terms 


“The more lenient terms will be 
justified,” said Mr. Hood, “for the 
reason that we will be in a position 
to know the exact value of the 
security. The homes will be con- 
structed of quality materials by 
certified contractors under the super- 
vision of our members and we will 
make definite guarantees to the pur- 
chaser. 

“Speculative building has been re- 
sponsible for high interest in keep- 
ing with the low value of the 
security. If we apply the same 
principles of manufacturing and 
merchandising to homes that are em- 
ployed for other commodities, we are 
confident that we will uncover a 
tremendous market. 

“The Department of Commerce 
estimates that not less than 200,000 
new homes are needed every year, 
but construction for the past several 
years has averaged less than 100,- 
000. With our plan, the finance 
charge to the consumer is less than 
one-third of that on which the ex- 
pansion of the automotive industry 
was founded. 

“The most serious competition we 
have to face with the new merchan- 
dising set-up is the mail order mer- 
chandiser of complete homes. We 
will be able to compete equally on 
the basis of credit terms, and we 
will have an advantage in being able 
to set a lower price and still make a 
satisfactory profit. The appeal of 
doing business with one organization 
only, and that one having an estab- 
lished reputation locally, is another 
factor in our favor.” 


Use Franchise Basis 


The Associated Leaders of Lumber 
and Fuel Dealers of America have 
450 members throughout the country. 
There is one franchise for each com- 
munity, which is shared by two or 
three dealers in the larger cities. 

As the result of action taken at 
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ADVERTISING AGE 


December 6, 1930 


the meeting, members who wish to 
retain their franchise must sub- 
scribe to a minimum of $9,000 of the 
capital stock of the proposed cor- 
poration, and show evidence of hav- 
ing the resources required to handle 
the estimated volume of business in 
their territory. The total stock 
allotment for this division is $2,- 
500,000. 

Manufacturers of building ma- 
terials who wish to come in will be 
required to subscribe to $2,500,000 
in stock on a pro-rata basis, and to 
have a wide distribution of identi- 
fied, properly merchandised, quality 
products. Membership in this group 
will not be limited to non-competi- 
tive lines, but the dealers agree to 
confine their lines to those brands 
represented. 

Amos, Emerich & Co., have agreed 
to subscribe at the rate of 13% 
times the combined subscriptions of 
the two groups. 

The corporation will finance own- 
er-occupied homes only, and _in- 
surance against death, sickness and 
accidents will be required in addi- 
tion to the customary safeguards. 

It is expected that organization 
will be completed within 30 days, 
and the next step agreed upon is a 
national advertising campaign. 


Cincinnati Daily 
Prints Last Issue 


The Commercial Tribune, of Cin- 
cinnati, printed its last issue Decem- 
ber 3, the business and good will 
being taken over by the Cincinnati 
Enquirer, which becomes the city’s 
only morning paper. 

The Commercial Tribune was 
founded in 1793. In 1911, it was 
bought by Francis T. Homer, per- 
sonal representative of John R. Mc- 
Lean, of the Cincinnati Enquirer 
and Washington Post. 


Luke Grant Dies 


Luke Grant, publicity manager 
for the Chicago Rapid Transit Com- 
pany, died suddenly December 2 of 
heart disease. Mr. Grant was a na- 
tive of Scotland, but came to Chi- 
cago in 1890. He worked on a num- 
ber of newspapers. 

He was editor of the “North 
Shore Bulletin,” the railroad’s house 
organ. 


Defense Cites 
Advertising of 
Fruit Industries 


Los Angeles, Calif., Dec. 4—Four 
of the nine officers of the California 
Vineyards Company awaiting trial 
under federal indictment for con- 
spiracy to violate the prohibition 
law have filed demand for a bill 
of particulars. 

This demand avers that the Gov- 
ernment has for years condoned 
technical infractions of the prohibi- 
tion law. They assert that the 
Government itself has been financ- 
ing Fruit Industries, Ltd., for which 
Mable Walker Willebrandt is at- 
torney. 

This organization, the defendants 
declare, offers the public a beverage 
service identical with that which 
caused their indictments. 

The Government loaned Fruit In- 
dustries, Ltd., $4,000,000 through 
the Grape Control Board, the de- 
fendants allege, and infer that the 
Federal money is now creating a 
market for the service which the 
California Vineyards Company 
offered. 


H. C. Grubb Directs 
Sales of RCA Victor 


H. C. Grubbs has become vice- 
president in charge of sales of the 
RCA Victor Company, New York, 
succeeding J. L. Ray, resigned. 

Mr. Grubbs came to the Victor 
company in 1928 as commercial vice- 
president. 


Back with Lipton 
W. W. Channin has returned to 
his old post as general manager of 
Thomas J. Lipton, Inc., Hoboken, 
N. J. Mr. Channin was formerly 
vice-president of Street & Finney, 
New York agency. 


Agency for Reddy Tee 

The Nieblo Mfg. Co., New York, 
manufacturer of the Reddy Tee for 
golfers, has placed its'advertising 
with the Frank Presbrey Company, 


of that city. 


Through “OUTDOOR” effective- 
ness, offered by the intensive 


coverage of the 


Detroit area by 


WALKER & CO.. you can capture 
this market quickly and com- 
pletely at a cost inadequate for 
sueecess in other media. 


Detroit has just subscribed over 
$200,000 more to its Commu- 


nity Chest than in any previous 


year. 


If they’li give — they’ll spend! 


Call upon us for the informa- 

tion you need to more clearly 

understand this territory. 
We'll gladly assist you. 


WALKER & (Oo 


OUTDOOR ADVERTISING, 


CANADA DRY TO 
UTILIZE MORE 
ROTOGRAVURE 


Other Advertisers Sketch 1931 
Plans 


Canada Dry Ginger Ale, Inc., New 
York, is among national advertisers 
who have experienced an excellent 
year in 1930 and who are operating 
on the belief that 1931 business will 
be available for those who go after 
it vigorously. 

“With three new products added 
to our list in 1930,” said F. E. Car- 
son, advertising manager of the 
company, “our 1931 appropriation 
will be somewhat larger than in 
1930, but the major emphasis will 
be placed on Canada Dry. 

“We propose to use about the same 
mediums as in 1930: newspapers 
and national magazines. Both our 
magazine and metropolitan news- 
paper schedules will be year-round. 

“We expect to use more rotogra- 
vure space in metropolitan news- 
papers. Our copy theme will carry 
on the quality, distinction and pres- 
tige idea.” 

A sales agency in the textile field 
reported that its 1931 appropriation 
and schedule would follow closely on 
the lines of the past year. 


Use More Magazines 


The Gold Dust Corporation, New 
York, will spend as much money 
next year as this, but magazines will 
get a larger share in 1931, with a 
corresponding reduction in news- 
papers, C. A. Kirby, of the com- 
pany’s advertising department in- 
dicated. 

G. S. Hedley, sales manager of 
the Domestic Sewing Machine Co., 
Cleveland, said that an aggressive 
policy would be pursued throughout 
1931, with the usual volume of ad- 
vertising supporting the salesmen. 

One of the country’s largest soap 
manufacturers said that 1931 adver- 
tising plans will parallel those of the 
past year. 

A large manufacturer of shaving 
cream and allied lines reported that 
the 1931 appropriation will be en- 
larged. Copy appeals and sales poli- 
cies of the past will be continued. 

The Pratt Food Company, of 
Philadelphia, is getting good results 
from its current advertising cam- 
paign, and will probably enlarge it, 
J. W. Keller said. 

A manufacturer of bearings said 
that a policy of intensification has 
been adopted for 1931 and that econ- 
omies will be effected by concentrat- 
ing on the company’s primary mar- 
kets, with elimination of some other 
mediums. 


Enlarge Appropriation 


For Libby, McNeill & Libby, Chi- 
cago, Guy C. Smith, advertising 
manager, said that a larger appro- 
priation will be available for 1931. 

“There will be no _ important 
changes in mediums,” commented 
Mr. Smith. “We are already using 
most of them.” 

Plans of the Atwater Kent Manu- 
facturing Company are not mature, 
David M. Bauer, advertising man- 
ager, said. 

“We will continue to advertise,” 
said Mr. Bauer, “keeping our prod- 
uct before the public as in the past. 
Just how this will be carried out 
has not been definitely decided.” 

J. Howard Teagan, sales manager 
of Gar Wood, Inc., Marysville, Mich., 
builder of motor boats, indicated 
that the company is highly optim- 
istic. 

“We expect to do a much greater 
volume of business in 1931,” he ex- 
plained, “therefore have appropri- 
ated a larger sum for advertising. 
While our 1931 schedule has not 
been completed, we shall probably 
make important changes in mediums, 
copy appeal and sales policies. 

“We are preparing a distributor 
and dealer organization which we 


EXPLAINS PLANS 


F. E. Carson 


hope will be second to none in the 
industry.” 

A manufacturer of silverware has 
adopted a retrenchment policy which 
will necessitate the dropping of sone 
large circulation magazines and the 
substitution of those of lower rates. 

The Georgia Marble Company, 
Tate, Ga., will not perfect its plans 
until January. H. L. Litchfield, 
vice-president, said that few changes 
will be made, however. 


Getting New Dealers 


A manufacturer of marine motors 
will do the usual volume of adver- 
tising. A strong sales manager will 
be at the helm in 1931. New dealers 
are being lined up. 

The American Laundry Machinery 
Company will confine itself to busi- 
ness paper advertising and direct 
mail in 1931, William A. Biddle, 
manager of the advertising depart- 
ment, said. 

Mr. Biddle said that since the 
company’s campaign in behalf of the 
laundry industry was followed by 
one by the Laundryowners National 
Association, the company has been 
a large contributor to this effort, in 
addition to its other advertising ac- 
tivities. 

This four-year campaign by the 
industry ends next September. 

One large advertiser said that the 
plan of creating a program a year 
in advance has been dropped, the 
current method being to adjust the 
advertising to the tempo of today’s 
merchandising. 

This organization pointed out that 
its problem is complicated by com- 
petition from co-operative bodies in 
its field, financed by the Federal 
Farm Board. 

“To meet this condition calls for 


Consumption of 


Coffee Increases 
Washington, D. C., Dec. 4— 
Coffee ground and roasted in 
1929 showed a gain of 20 mil- 
lion pounds over 1927, with an 
average of more than eight 
pounds per capita. The value 
was $368,585,000. 

Figures are incomplete, 
however, not including coffee 
roasted and ground by re- 
tailers. 


shrewd marketing strategy and sales 


policies keyed to the character of the 
competition,” said the advertising 
manager. 

He said that his company is com- 
mitted to a policy of protest against 
“the discrimination and unfair com- 
petition created by two different 
newspaper rates, as well as_ by 
forced combinations in the news- 
paper field. 

“This will play an important part 
in the expenditure of our advertis- 
ing dollar,” he concluded. 

The Greyhound Management Com- 
pany, of Cleveland, operating the 
Greyhound bus lines, has increased 
its 1931 appropriation from $760,- 
000 to $1,000,000, J. B. Walker, sales 
manager, said. 

The bulk of expenditures will be 
in newspapers, magazines ranking 
second, with outdoor and other ad- 
vertising, third. There will be a 
color cycle in one general magazine. 


Daily Campaigns 
for Early Shopping 

The Peoria (Ill.) Journal-Tran- 
script staged a successful compaign 
in behalf of early Christmas shop- 
ping in that city. The Thacher 
Productions Santa Claus spectacle 
was brought to Peoria November 24, 
advance publicity running from No- 
vember 10. 

A Santa Claus parade was held 
November 24, five local bands and 
scores of local features supplement- 
ing the Thacher reindeer and at- 
tractions. 

The Journal-Transcript issued a 
24-page tabloid, “Early Christmas 
Shoppers Guide” November 23. The 
Association of Commerce co-opera- 
ted in the drive, which is reported 
to have started serious Christmas 
shopping ten days earlier than 
usual. 


Seattle Agent Dead 
John F. Held, president of the 
Seattle advertising agency of that 
name, died suddenly in that city last 
week. Mr. Held was 55 years old. 
The business will be continued by 
a son, Frederick Held. 


Represents “News” 

The George B. David Company 
has become national advertising rep- 
resentatives of the Parkersburg 
(W. Va.) News. 


DeEPUY PUB 


BANKING an 


LICATIONS 


SOMETHING TO SELL 
TO BANKERS? 


Place Your Message Where 
It Will Be Read 


OU’LL get more business per advertising dollar 
in the Central Western Banker of Omaha—the 
regional publication for banking executives in 
Nebraska, Wyoming, Colorado, Utah, New Mexico 
and border counties in Kansas, Iowa and South 


Dakota. 


That is because the Central Western Banker is 
. « by men who 
know this field. The editorial matter is first hand 
—each department alive with interest to the banker 
reader. As a result, it is read—and its advertisements 
pull. Include this valuable selling medium on your 


written in an interesting style . . 


list of bank publications. 


The Central Western Banker 


Omaha 
One of the DePuy Publications 


Reaches bankers of 
Nebraska, Kansas, Wyoming, 
Colorado, Utah and New Mexico 


aA INSURANCE 


id 


NORTHWESTERN 
BANKER 
35th Year 
Des Moines 


MID-WESTERN 
BANKER 
20th Year 

MILWAUKEE 


CENTRAL WESTERN 
BANKER 
, 25th Year 
OMAHA 


IOWA BANK 
DIRECTORY 
20th Year 
Des Moines 


UNDERWRITERS 
REVIEW 
37th Year 

Des Mornes 


CHICAGO: Willlam H. Maas, Vice-President, 1221 First 
k Bidg NE YORK: Fra 


Nat’! Ban - 
Vice-President, 25 W. 45th Street . 
Frank S. Lewis, 840 Lumber Exchange Bldg. 
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December 6, 1930 


ADVERTISING AGE 


EDUCATION ON 
SIZES OF CANS, 
LIBBY POLICY 


Sets Precedent in Pineapple 
Campaign 


His company’s new campaign on 
canned pineapple was used by Guy 
C. Smith, manager of advertising 
research, Libby, 


and McNeill & 


This arrangement permits the 
dealer to make his own deals. 


Libby, Chicago packers, to illustrate 
“How the Manufacturer Correlates 
His Advertising,” before the 
Women’s Advertising Club of Chi- 
cago, December 1. 


The campaign, which is the most 
ambitious effort the company has 
ever made for a single item, broke 
this week in the American Weekly. 
Copy for the next four months has 
also been scheduled for the Canadian 
Home Journal, Good Housekeeping, 
Ladies’ Home Journal, MacLean’s 
Canadian Magazine, Saturday Eve- 
ning Post, Women’s Home Compan- 
ion, 26 newspapers in addition to the 
Hearst group, a country-wide string 
of 10% by 40 ft. outdoor illuminated 
bulletins, subway and elevated car 
cards in New York and Chicago and 
the N. B. C. network. The same copy 
and artwork, elaborated or simpli- 
fied, will be used in all mediums. 


Unlike much food advertising of 
recent years, the Libby pineapple 
compaign is not a health crusade. It 
combines the recipe style popular 
several years ago with a new ap- 
proach, employing, in the order of 
emphasis, buying in quantity, sam- 
pling the product, buying the most 
economical pack and an appeal to 
the appetite. 


“Buy 2 Cans” 


The phrase “Buy 2 Cans,” lettered 
on a red circle, makes the hot spot 
in layouts for all mediums. In the 
magazine and newspaper advertise- 
ments the circle says, “Dealers are 
featuring two can purchases in a 
variety of convenient sizes—sliced 
or crushed. Taste it both ways.” 


The copy in the circle is repeated 
in the text, which also states that 
this year’s crop is greatly improved 
in quality as the result of 20 years 
of research in methods of cultiva- 
tion. The remainder of the text, 
together with several illustrations, 
suggests ways of serving. 


The “Buy 2 Cans” idea is not 
based on a definite dealer promotion 
tie-up, but has been used for psy- 
chological effect based on the con- 
sumer’s conviction that a quantity 
deal means an advantage for her. 
Dealers are urged to feature a price 
on any number of cans and any 
combination of sizes and styles they 
think will go well with their trade. 


While emphasizing the advantages 
of quantity buying, the advertising 
does not say that dealers always 
cut the unit price when fixing a 
quantity price. It implies that the 
consumer can expect a bargain, but 
does not literally promise it. 


Educating Housewives 


This idea of giving the most pop- 
ular and at the same time the most 
effective retail sales promotion 
scheme new potency by using it in 
national advertising is one outstand- 
ing innovation. The other is a table 
showing the numbers by which dif- 
ferent sizes of canned goods are 
known to the trade and how many 


THROWS LIGHT ON CAN 
PUZZLE 


Guy C. Smith 


slices or cups of crushed or diced 
fruit are in each of the five sizes 
of Libby pineapple. 


All canned goods for the home 
market — fruits, vegetables and 
meats—are packed in standard size 
cans, known to the trade as No. 1, 
No. 2, etc. As some half dozen sizes 
are in common use and consumers 
are not familiar with them, much 
confusion has _ resulted. While 
agreeing that consumers should be 
educated in this regard, national 
advertisers of canned goods have 
heretofore sidestepped the responsi- 
bility. The limited use of numbers 
to designate the sizes has been con- 
fined to mail order and local adver- 
tising. 

The fact that consumers have not 
been well informed on this subject 
‘nas tended to restrict individual 
markets. It has prompted the packer 
to limit his line of any one item to 
two sizes, or not more than three, so 
that the consumer could easily dis- 
tinguish between the small and 
large, or small medium and large, of 
any one brand. 


As the number and variety of 
canned goods increased, the con- 
fusion of the consumer kept pace. 
She found, for example, that a 
“large” in one brand of peaches cor- 
responded to a “medium” in another, 
that a “large” can of salmon was 
the same size as a “small” can of 
peas, that a “large” can of pears 
was the same size as a “medium” 
can of string beans, etc. 


Libby’s educational effort is based 
on the desire to widen the market 
by catering specifically to a wider 
range of demand, to make a thrift 
appeal through the suggestion that 
the housewife buy no more and no 
less than she needs, and to assist her 
by showing what size can she should 
buy in order to have the quantity of 
pineapple called for in a recipe. 


In the poster copy, uniform for 
outdoor bulletins, car cards and re- 
tail stores, the table of sizes does 
not appear, but the fact that there 
are five convenient sizes is put over 
by picturing them. 


Dealer Sets Price 


Of the several dealer helps dis- 
tributed in advance of the advertis- 
ing, two went over big. One is the 
car card, which, being small and 
mounted on heavy cardboard, the 
dealers are finding easy to use any- 
where. 


Even more popular has been the 
combination of a poster and price 
ecard. It is a conventional poster at 
the bottom of which are blank 
spaces for the price. Gummed fig- 
ures can be cut from the side of 
the poster and pasted into the blank 
spaces to adapt the price card to 
any deal the grocer wishes to 
feature. 


Two of the company’s four radio 
programs a week are being devoted 
exclusively to pineapple promotion. 
Ray Perkins, the Prince of Pineap- 
ple, is being featured in a program 
of song, piano and humorous mono- 
logue. Pineapple divides considera- 
tion with the other 100 Libby foods 
Wednesday morning during Mary 
Hale Martin’s Weekly Household 
Period. 


G. M. C. Makes It, 
Wilson Sells It 


The Wilson-Western Sport- 
ing Goods Co., Chicago, has 
concluded an arrangement with 
the McKinnon Dash Co., a sub- 
sidiary of General Motors Cor- 
poration, by which General 
Motors will manufacture a 
complete line of caddy bags, 
for which Wilson will provide 
sole distribution. 


Critchfied Adds Two 


Personnel of its New York office 
has been increased by Critchfield & 
Co., Chicago. James Stuart Mont- 
gomery, well known as a novelist 
and advertising writer, has left the 
Aitkin-Kynett Company, of Phila- 
delphia, to become the Critchfield 
copy director. 

J. M. Bars is the new art director. 
Mr. Bars, who is a native of France, 
has served as art director of several 
advertising agencies and department 
= of New York and Philadel- 
phia. 


Gibbons’ New Line-Up 

Gilbert M. Murray has become 
vice-president of J. J. Gibbons Ltd., 
Montreal agency. Bertram R. Brook- 
er is the new chief of markets and 
research. 

Mr. Murray was for many years 
secretary of the Canadian Manufac- 
turers’ Association. 


Hold Beauty 
Method Cannot 
Be Registered 


Washington, D. C., Dec. 4—The 
difficulty encountered by purveyors 
of service in finding a trade-mark 
was emphasized when the Commis- 
sion of Patents upheld a decision of 
the Examiner of Trade-Marks that 
“Le Page Push-Up Wave” is not 
registrable. 

Hector Le Page sought this name 
to identify a method of dressing 
women’s hair, in which some very 
pleasing effects are achieved. He 
contended that the “Push-Up Wave” 
is an article of manufacture within 
the meaning of the law, and the fact 
that it is produced from hair upon 
a woman’s head does not alter the 
situation. 

Against this argument, the fol- 
lowing Rules Governing the Regis- 
tration of Prints and Labels in the 
Patent Office were quoted: 

“No print or label can be regis- 
tered unless it properly belongs to 
an article of manufacture and is de- 
scriptive thereof.” 

“The word ‘print,’ as used in sec- 
tion 3 of the Copyright Act, so far 
as it relates to registration in the 
Patent Office, is defined as an artis- 
tic and intellectual production de- 
signed to be used for an article of 


manufacture and in some fashion 
pertaining thereto, but not borne by 
it; such, for instance, as an adver- 
tisement thereof.” 

“By ‘articles of manufacture,’” 
said the decision, “is meant all ven- 
dible commodities produced by hand, 
machinery, or art. 

“So far as appears of record a 
permanent wave of a woman’s hair 
in its growing state has never been 
regarded as a vendible commodity.” 


New York Publisher 


Loses Life in Fire 
Courtland H. Young, 54-year old 
magazine publisher of New York, 
lost his life in a fire in his apart- 
ment December 3. Death was at- 
tributed to suffocation. 
Mr. Young was founder and pub- 
lisher of Young’s Magazine, Breezy 
Stories, and the Yellow Book. 


Is General Manager 


of Sign Contractors 
Robert M. Dederich has been ap- 
pointed general manager of the As- 
sociated Sign Contractors of North 
America, Cincinnati, as one step in 
a reorganization plan. 
The association has launched a 
membership drive. 


Joins “Bakers’ Helper” 

William T. Mugg has joined Bak- 
ers’ Helper, Chicago. He will be in 
charge of the new Baking Industry 
Catalog and Directory. 


No. 39 of a Series 


Where Will Dividends 
Come From? 


HOSE of us who inherited 


bought them and have coasted 


stocks or who 


down hill in company with 


them, give thought to the matter of divi- 
dends. And if we are investors, we are even 


more interested. 


cover some surprising facts. 


In spite of the drop in prices, the income 
obtainable from the 90 stocks included in 
the index of the Standard Statistics Company 
at the beginning of September of this year 
was only 4.72 per cent. This was in contrast 
with a yield of 5.46 per cent in 20 high-grade 
preferred stocks and a yield of 4.83 in a 


list of industrial bonds. 


In brief, dividends have not been acting 
as dividends are supposed to act in times of 


For with common stocks 
selling at 50% of the price of one year ago, 
there should be a shoppers’ paradise in Wall 
Street. But when we examine into it, we dis- 


financial article which appears in December 


depression. The yield of 4.72 
per cent for common stocks in 
1930 compares with a yield of 
5.5 per cent in 1903; 7.5 per 
cent in 1907; 6.5 per cent in 1914; 9.2 per 
cent in 1917; and 8.9 per cent in 1921— all 
years of depression. 

Why is the yield not greater in 1930? 
S. Palmer Harman turns his level eye and his 
trenchant pen on the subject in his monthly 


Scribner’s. In his usual logical manner— 
important to experts and extraordinarily un- 
derstanding to the lay reader—Mr. Harman 
goes into the matter. His reasons for the 
present low yield of common stocks are not 
only sound but they are of extreme value 
to the investor. And it is to the investor 
that Mr. Harman's articles are addressed. 


DECEMBER 


SCRIBNER’S 


“SCRIBNER’S MAGAZINE TODAY IS FAR AND AWAY THE BEST OF THE MONTHLIES. FOR IT IS THE 
MOST ROUNDED, THE MOST UP-TO-DATE, AND THE MOST SATISFYING.” —BOSTON TRANSCRIPT. 
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Personal Preferences in Mediums 


One of the most interesting fea- 
tures of advertising is that the buyer 
of space early learns that he cannot 
trust his own personal preferences 
in choosing mediums. He finds, after 
experiment, that what he likes is not 
necessarily what others like, and 
that some publications which do not 
appeal to him at all are evidently 
very popular with buying groups in 
which the advertiser is interested. 

If there is one thing which the 
advertising man must learn, it is to 
keep an open mind, to watch which 
way the wind is blowing, to give ear 
when significant news may be heard, 
and to be guided most of all by ex- 
perience. Following one’s own per- 
sonal choice is good up to the point 
of indicating the type of reader 
likely to be reached, but not espe- 
cially valuable beyond that. 

These philosophical meditations 
are suggested by the story of what 
one leading national advertiser has 
found out about a certain medium 
which he had been asked for some 
time to consider. Personally he didn’t 
like it. It didn’t have the sort of 
editorial material which appealed to 
him personally, and he had a de- 
cided feeling that the people who 
would spend their time reading a 
publication of that kind wouldn’t be 
especially good customers for his 
house. 

But after a while, due to the con- 
stant pressure exerted upon him by 
others, including his advertising 
agent and the representative of the 
publication, he decided to give it a 
trial. The results were so astonish- 


ingly good as figuratively to knock 
Mr. Advertiser for a couple of loops. 

In addition to determining a de- 
cision regarding the continued use 
of the new medium, this experience 
has been exceedingly valuable for 
this advertiser. It has caused him 
to doubt his own ability to analyze 
values, based on his own personal 
reaction, and to want to get more 
facts on which to base his opinions 
hereafter. 

“If I can be so out of line with 
what is actually happening,” he ad- 
mitted, “it makes me feel that I need 
to check up again all along the line. 
It has shaken my confidence in my 
own judgment, and it has demon- 
strated that judgment is no good un- 
less it is predicated on actual facts 
and experiences. Hereafter I am go- 
ing to be guided less by what I, as 
an individual, think and much more 
by what I can find out regarding the 
actual experiences of advertisers in 
various fields and mediums.” 


It is very much worth while to 
reach a decision of this kind. It may 
destroy a certain feeling of author- 
ity, and lead to some rather hum- 
bling cogitations regarding the re- 
sponsibilities of the man who is 
spending advertisers’ dollars in pub- 
lication space or otherwise. It is a 
decidedly salutary experience to rea- 
lize that omniscience is not the pos- 
session of any individual, no matter 
how clever, and that open-minded- 
ness is the greatest blessing which 
can be conferred upon anyone who 
is trying to make advertising suc- 
cessful. 
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“The Truth About \Advertising’’ 


The Advertising Federation of 
America now has in full swing its 
campaign to tell the public “the 
truth about advertising.” The initial 
talks which are being made by able 
speakers all over the country under 
its auspices, and which have been 
reported by ADVERTISING AGE, show 
that the Federation has actually 
compiled some new and worth while 
information about the economics of 
advertising, and is giving advertis- 
ing men and the public facts regard- 
ing the actual cost of advertising to 
the consumer. As has been long con- 
tended, the burden is exceedingly 
light. 

The Federation seems to have hit 
upon a line of activity which is 
worth development. It has sensed the 
need of selling the individual. con- 
sumer not so much on the power of 
advertising as upon its ability to 
serve him as well as the company 
which uses it. The value of work 
of this kind in making the public 
more friendly to advertising, as a 
force in this modern world, and in 
anticipating attacks on advertising 
by those unfamiliar with its oper- 
ations, seems to be evident. 


It is also worth noting that the 
Federation has succeeded in obtain- 
ing the services of many of the ablest 
men in the business as speakers on 
the various subjects which the cam- 
paign will include. These men are 
giving their time and effort to the 
presentation of the facts about ad- 
vertising, and deserve the apprecia- 
tion of everybody in the business for 
the contribution which they are mak- 
ing to the better understanding and 
use of advertising as a business 
force. 


One of the current needs of the 
campaign is general publicity and a 
broader attendance at the advertis- 
ing club meetings at which the talks 
are being presented. Advertising men 
should. see that business executives 
and others concerned with advertis- 
ing attend and listen to the story 
which is being presented in this way. 
Newspapers should report these 
talks, because they are news which 
deserves a report in their own col- 
umns. Entirely apart from the in- 
terest which they have in the busi- 
ness of advertising, their readers 
are interested in the subject, and 
this is a legitimate way in which 
to give it emphasis. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


176. The Golf Market. 


Golfdom, Chicago, has completed 
its annual survey of what has hap- 
pened among the golf links of the 
country and stated the facts in an 
eight-page booklet. 


124. The Recorder Outlook. 

This is a monthly bulletin written 
by Arthur D. Anderson, editor of 
Boot & Shoe Recorder, New York, 
in which he points out changing 
trends in the industry. Advertisers 
will find this a convenient method 
of keeping informed. 


58. <A Bibliography on Color. 

Everybody knows that color is 
usually more effective than black 
and white, but the exact ratio is 
usually a matter of guesswork. In 
this booklet, the Big Four Color 
Committee gives the results of some 
tests on this score. 


84. This Man the Architect. 


What are the functions of the ar- 
chitect? Just where does he fit in? 
What is his influence? What does 
he buy? These are some of the 
questions answered in this tiny 
booklet by Charles Scribner’s Sons. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


186. Steel—Basic to Industry. 


Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
market is divided. 


187. A Pictorial Survey of the Ho- 
tel and Restaurant Markets. 
Two big sections of the enormous 
institutional market are here pre- 
sented in interesting style in a 36- 
page booklet. The contents include 
number and distribution of hotels 
and restaurants, buying methods, 
sales methods, etc. Issued by the 
Ahrens Publishing Company, New 
York. 


188. A Market Analysis of the Res- 
taurant Industry. 


This 32-page booklet is announced 
for publication December 15, 1930, 
and will contain information on the 
three sections of the restaurant mar- 
ket—dining-rooms, kitchens and food 
supplies, with details as to the mar- 
ket for each product. Patterson Pub- 
lishing Company, Chicago. 


183. Memphis. 


In this multiple-page folder, the 
Press-Scimitar endeavors to answer 
succinctly the questions an adver- 
tiser planning to cover this city 
might ask. To assist advertisers, 
the folder states, a free merchandis- 
ing paper is circulated to 2,300 re- 
tailers, dealers are contacted, re- 
prints are distributed and salesmen 
are provided with dealer lists. 


182. The Church Builder. 


An annual supplement published 
by the Christian Herald, New York, 
for the guidance of architects, con- 
tractors, church planning commit- 
tees and all advertisers of building 
materials and equipment desirous of 
selling the church market. Included 
in the 72 pages are photographs, 
plans and specifications of many 
of the newest and finest church 
buildings. 
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“These dollar books are going to ruin the publishing 


business.” 


Voice of the Advertiser 


Our Observant Readers 


To the Editor: You may be inter- 
ested in these clippings from ADVER- 
TISING AGE of Nov. 29: 

“In view of the popularity of 
crusades, movements, drives, and so 
forth, why not start one for the 
elimination of ‘Xmas’ from advertis- 
ing connected with Christmas? The 
author of copy containing this hated 
distortion should automatically be 
debarred from receiving the Harv- 
ard medal for distinguished services 
to advertising.” 

“December 18 Date of Council’s 
Xmas Party.” 

Akron (0.) Beacon-Journal 


* * * 


Two More Nominations 
for Hall of Fame 


To the Editor: For the Copy- 
writers’ Hall of Fame, I would like 
to suggest consideration of my part- 
ner, Dudley L. Logan. 

Possibly I am too prejudiced to 
make a fair estimate of his ability. 
However, many advertising men on 
the Coast who know him and his 
work and are students of good copy, 
say he unquestionably is one of the 
best in this part of the country. 

If he is that good, it may be 
attributed to the fact that he is 
not only a student of copy, but 
greedily works on campaigns in 
which results can be carefully 
checked—mail order copy, money 
attached, and so on. 

Based upon this combination of 
theory and practice, he has learned 
what is good copy and what is bad, 
as far as results, and not opinions, 
are concerned. 

In case no one else brings up his 
name, I would like to suggest Don 
Belding, copy chief of the Los An- 
geles office of Lord & Thomas and 
Logan, as an outstanding figure. 

BARTON A. STEBBINS 

Logan & Stebbins, Los Angeles 

* * * 


Two More Identified 

To the Editor: I cannot believe 
that Bruce Barton meant to be taken 
seriously when he said there are 
only fifty good copywriters in the 
United States. He knows copywrit- 
ing too well to labor under the pop- 
ular misconception of a copywriter 
as a temperamental deity clothed in 
purple robes, working in an ivory 
tower, wielding a peacock quill 
dipped in the rich blood of a thou- 
sand birds of paradise. 

A copywriter myself, I know that 
almost every piece of copy, while it 
is chiefly the work of the writer, is 
also dependent on many other fac- 
tors. 

There are thousands of earnest, 


able, experienced advertising men in 
the United States co-operating with 
each other to produce not only the 
best copy, but the best artwork, the 
best selling and merchandising 
plans, the best research methods, the 
best marketing analyses—in fact, 
the best of everything that makes 
today’s advertising the most notable 
in all advertising history. It is hard 
to define this result in terms of in- 
dividual effort. . 

If Mr. Barton really believes there 
are only fifty good copywriters in 
the United States, he is the one best 
qualified to name them. As for me, 
I have no idea who the other 48 
can be. 

PERCY ATKINSON 
Campbell-Ewald Co., Detroit 
*“ * * 


Ain’t No Good Ones? 

To the Editor: Now on this here 
argument of Bruce Barton’s that 
you are after encouraging him in: 

In the first place, you’re all wrong. 
For, as an old and distinguished boss 
of mine used to say, when I was on 
the verge of complaining about serv- 
ice in a restaurant: “There never 
was a good waiter, for if he were 
any good he would not be a waiter.” 

It takes no magician to para- 
phrase that: “There never was a 
good copywriter, for if he were any 
good he wouldn’t be writing adver- 
tising copy.” 

You ask any copywriter, and if 
you have a trusting look on your 
face he will show you a truck full 
of Mss. returned by publishers. I 
know this is an old argument, but it 
still goes. 

And another thing: there isn’t 
an agency in the country that won’t 
admit, if you press them enough, 
that they have one of the ten best 
copywriters in the whole wide world, 
including the Scandinavian. Remem- 
ber, “even a beetle is beautiful in 
its mother’s eyes.” 

If you ask me, which you are not, 
“fifty” is an awful lot. 

Yours, 
ANONYMOUS, THANK YOU 

P. S.: There were two, I believe, 
but one of them is dead and buried 
and the other one just plain died. 

. * 7x 


June 25-30, 1916 


To the Editor: Can you give me 
the dates of the convention held in 
Philadelphia ten or fifteen years 
ago by the Associated Advertising 
Clubs of the World? 

There are certain important facts 
that can be established by these 
dates. 

OLIVER J. PRENTICE 
Mgr., Publicity Dept. 
Cc. A. Dunham Co., Chicago 
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ADVERTISING AGE 


Acquire “Metal Arts” 


The Furniture Publishing Corp., 
Jamestown, N. Y., has purchased 
The Metal Arts from the Krieger 
Publications, New York, and will 
merge it with Metalcraft under the 
latter’s name. 

Krieger Publications continue to 
publish Lighting and Lamps.. 


Made Vice-President 
Isaac Lavenson has joined G. Zif- 
ferblatt & Co., Philadelphia cigar 
manufacturers, as _ vice-president 
-_ will gradually take charge of 
sales. 


Veteran Editor Dead 


Walter F. Payne, assistant man- 
aging editor of the Manitoba Free 
Press, died November 25. Had he 
lived to 1931, he would have set a 
record of 50 years with one paper. 


No. 22 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


ef 


HE architect, like the 

members of other 
learned professions, will 
not tell you about himself 
—what he is and what he 
does. Partly through his 
innate modesty, partly his 
disinclination to talk about 
himself, and largely by 
reason of his ethical inhi- 
bitions, the architect leaves 
the story untold. 


We have come into 
rather personal touch with 
this man, the architect, by 
‘reason of the fact that we 
publish for him, a profes- 
sional magazine and many 
of his architectural books. 
As interested bystanders, 
perhaps we may be per’ 
mitted to tell his story to 
the public. It is not a long 
story, but it is too long for 
this column. We have, 
therefore, put it into a lit 
tle booklet, ““This Man the 
Architect,” which we shall 
be glad to send upon re- 
guest, without charge to 
any one who is interested. 


if ag ae 


Publishers of 


ARCHITECTURE! 


— the professional journal—and * 


of books om architecture © 


A member of the National Shelter Group, the @ 
Audit Bureau of Circulations and the Associated 
Business Papers, Ine. wu 


’ CHARLES SCRIBNER'S SONS ! 
I 597 FIFTH AVE., NEW YORK J 
| Please send without charge a copy of 


‘“‘This Man the Architect’’ } 
|| from 1 to 75 desks. 
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TIRE COMPANY 
WILL REVIVE AN 
OLD CHARACTER 


“Lotta Miles” to Advertise 
Kelly-Springfield 


New York, Dec. 4—The Kelly- 
Springfield Tire Company announces 
the reincarnation of Lotta Miles. 

This winsome young woman was 
made famous by the company some 
years back, when she smiled down 
from 2,500 outdoor structures and 
from the pages of the Kelly-Spring- 
field house organ. 

Then, like some other old favor- 
ites, she came to be regarded as a 
belle of the mauve era, unsuited for 
the fast pace of the third decade of 
the twentieth century. 

This opinion has been revised and 
Miss Miles is again to make her ap- 
pearance, this time in a number of 
general magazines, business and 
farm papers and sizeable space in 
hundreds of newspapers. 

Miss Miles will identify a second 
and lower priced line which the 
company is introducing. 

“We are taking what we believe 
to be a commonsense course,” ex- 
plained Henry R. Hurd, advertising 
manager of the company. 


A Familiar Character 

“In Lotta Miles we have a name 
with which a large part of the pub- 
lic is familiar and in which we have 
a large investment. It seemed log- 
ical to revive this old favorite, and 
to cash in on her popularity.” 

Laurence Fellows, New York ar- 
tist who originally created the Lotta 
Miles trade-mark, has been commis- 
sioned to do a new series with the 
same central figure. 

Mr. Hurd has announced that 
Hommann, Tarcher & Sheldon, of 
New York, will handle the com- 
pany’s account, effective February 1. 
George H. Sheldon, vice-president, 
will be the account executive. 

Mr. Hurd believes 1931 will be a 
big year for tire manufacturers. 

“Gasoline consumption has been 
high, while tire sales have been be- 
low normal,” he pointed out. “This 
indicates that automobile owners 
have been using their cars steadily, 
but have not been buying tires. Re- 
placement sales in 1931 should be 
unusually large.” 


A. B.P.toHold 
Zone Meeting 
December 8 


A zone meeting of the Associated 
Business Papers, Inc., will be held 
in Chicago December 8. The sessions 
will take place at the Union League 
Club, with Warren C. Platt, presi- 
dent of the A. B. P. presiding. No 
morning meeting is scheduled. 

Elmer T. Howson, editor of Rail- 
way Age, chairman of the Chicago 
zone committee, has developed a pro- 
gram with the co-operation of the 
A. B. P. Dotted Line Club, the Chi- 
eago Circulation Round Table and 
the Chicago Business Editors’ Asso- 
ciation. 

L. F. Boffey will speak at the 
afternoon session on the approach 
of his committee to the irregular 
media problem. 

A survey of business conditions 
will feature the dinner and the eve- 
ning session will hear of the A. B. 
P. agency relations committee, 
headed by Col. Willard Chevalier, 
and the rate research and advertis- 
ing practice committee, of which 
Charles J. Stark is chairman. 


2,000 Buy Desks 
The Shaw-Walker Company, Mus- 
kegon, Mich., has released a series 
of advertisements through Street & 
Finney, New York, announcing that 


] 2,000 concerns have bought desks in 


These orders ranged 


the last year. 


MISS MILES AND HER SMILE ARE BACK 


Lotta Miles 


Lower priced than 
chain store makes! 


GIVE RESULT OF 
RADIO SURVEY 


New York, Dec. 4—The majority 
of dealers do not buy newspaper 
space to tie up with manufacturers’ 
radio programs. 

This was one of the points de- 
veloped by a questionnaire sent to 
240 advertisers by Hugh E. Agnew, 
secretary-treasurer of the National 
Association of Teachers of Market- 
ing and Advertising. 

Dr. Agnew reported his findings 
in the association’s current bulletin. 
Of the advertisers responding, only 
12 indicated that dealers are 
anxious to co-operate in this way; 
70 gave a negative answer and 17 
passed up the question. 

The questionnaire developed a 
great difference of opinion among 
advertisers as to the value of fol- 
lowing up letters received from ra- 
dio listeners. Only 44 reported such 
a follow-up, while 49 have none. 
Some of the comment on this point 
was as follows: 


Varying Opinions 
“We announced that copy of 
theme song would be mailed to car 
owners who signed request card at 
any dealers. 7,000 requests’received 
in two months (offer made twice).” 


“Follow-up must be made through 
dealer and he cannot or will not co- 
operate sufficiently to draw con- 
clusions.” 


“All radio listeners are potential 
purchasers.” 


“95 per cent were not prospects. 
They wanted something for nothing 
or wanted a piece played.” 


“Not much from direct sales angle 
—prestige and general publicity 
On,” 


“In a small way—have sent pic- 
ture and referred to dealer (500,000 
in 1 year).” 

“Follow up with circulars.” 

Forty advertisers said they have 
not adopted radio as a permanent 
part of their advertising. A larger 
number, 53, regard it as a perma- 
nent medium. 

One of the most interesting quer- 
ies was: “Has the money you devote 
to radio advertising been taken from 
appropriations formerly devoted to 
other mediums?” 

Thirty-five answered in the affirm- 
ative while 48 said no; 14 said that 
the radio expenditure represented 
an added, or partly added appro- 
priation. 

The majority indicated that they 
buy space in newspapers and other 
mediums to sell their radio pro- 
grams. A minority reverses this 
process by mentioning their publica- 
tion advertising in their broadcasts. 
The majority do not. 


Patterson Names Agency 

The Patterson Publishing Com- 
pany, Chicago, publisher of The 
American Restaurant Magazine and 
American Resorts, has appointed 
the Dunham, Younggreen, Lesan 
Company, of that city, to direct its 
advertising. 

Business papers and direct mail 
will be used. 


Frique with Millsco 
Albert Frique has become director 
of merchandising and research for 

the Millsco Agency, New York. 
He was formerly export manager 
of the Rubberset Company and held 
the same position with the Osborn 


Mfg. Co. 


Derrick Back 
for Vacation 
in California 


New York, Nov. 28—After 26 
years’ active association with ad- 
vertising agency practice in Eng- 
land, Paul E. Derrick has returned 
to the United States for a year’s 
holiday. He will winter in Cali- 
fornia. 


In the late ’nineties Mr. Derrick 
founded the Paul E. Derrick Adver- 
tising Agency in New York. The 
development of his business in the 
handling of the Quaker Oats ac- 
count necessitated the opening of a 
London office in 1904. That impor- 
tant account was the mainstay of 
the very early Derrick organization 
on both sides of the Atlantic, and 
was personally controlled by Mr. 
Derrick. 


Eventually Mr. Derrick settled in 
London, and built up one of the 
leading agencies of Great Britain. 
He retired from active participa- 
tion in its management less than 
two years ago. The Derrick Agency 
is now an associated company of 
W. S. Crawford, Ltd., High Hol- 
born, London, one of the strongest 
advertising agencies in Europe. 


Transatlantic Air 
Mail Is Proposed 


Washington, D. C., Dec. 4— 
The Postoffice Department will 
open bids December 29 for an 
air mail route from New York 
to Hamilton, Bermuda and the 
Azores Islands, to a point or 
points in Europe to be desig- 
nated. 

The contract provides that 
service East of Bermuda shall 
not be compulsory until after 
July 1, 1932. 


DuBois Is Promoted 


Cornelius DuBois, Harvard ’26, 
who has been assistant to O. D. 
Keep, promotion manager of Time 
and Fortune, New York, has been 
appointed his successor. 

Since graduating from Harvard, 
Mr. DuBois has traveled around 
the world on the Floating Univer- 
sity, edited “The Pinnacle,” the 
ship’s newspaper, and held a port- 
folio as professor of English. 

Upon his return, he went into the 
advertising department of D. Apple- 
ton & Co., thence to Time. 


RUPERT AY THOMAS 


Don’t Forget the 
Architect 


If your product is specified by 
architects—or if it should be— 
it will pay you to give careful 
thought to the architectural end 
of your advertising. 


Continue your consumer cam- 
paign full swing—but don’t pass 
the architect by as being “cov- 
ered” by one lone paper in a 
miscellaneous trade paper 
schedule. 


We would like to tell you how 
we handle campaigns and what 
they have accomplished for lead- 
ing companies whom we serve. 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


Why 


The American Restaurant Magazine 


Leads All Publications in its Field 


L is the oldest national restaurant magazine— 
founded in 1919. Since its inception, it has led in 


Advertising lineage—more than the sec- 
ond and third publications combined. 


Number of advertisers. 


Size of circulation. 


restaurant industry. 


Number of advertisers using only one 
publication in the restaurant field. 


Every year—including 1930—its advertising reve- 
nue has increased. Under the able guidance of one 
publisher and editor, it has maintained a construc- 
tive editorial policy of rendering real service to the 


And every member of its organization has concen- 
trated on the objective of publishing a magazine 
that is a credit to the restaurant industry. 


“he AMERICAN 


RESTAURANT 


MAGAZINE 


Published by 


Patterson Publishing Company 


5 South Wabash Avenue, Chicago 


Also publishers of American Resorts, a@ monthly magazine 


devoted exclusively to the operation of all types of resorts, 


dude ranches, permanent camps, country clubs, and similar 
enterprises. 


ai at ci ei Re Oe ec Maal ea Poe NS ee MM AES ge C1 me es taglr'  Let S 
eg ciara ee ae Meee en ae ee ain ae” EN Oe ae ee ee a gee Sy, eee fis me Ue er Se ah ee | Cee ae i er tee Lote eee bee i, ihe SS ONO ue 2 vee 
ee ee NR og MR es cae NOR ea Cele. aM” gh F ae ei eee hme ee et aN Sa ate a a Sean eae — << eA ed —— 7 ieee 
eer as es ; 2 : rails : 
| yee 
jp iM abies 
7 po a: 
soa] ape 
| Va Keep Smiling it 
6 with Kellys 4 
ELLY : 
‘a Zp me 
os a 
> Joa ae : 
c i) ih ay 
eS es ‘ 
i a) a 
wk , {! a) Katy, os Saget 
SOW Sh ag 
[s HNN J : 
es eral a / | 
4 \ 4 
a — 4 a _ 7 
i he } 
* | i | 
a 
in 
ith 
the 
the 
ing 
the | 
ict, 
kes 
ble 
ard 
in- | 
| 
ere 
in ; 
est | 
me, i 
48 | 
RSE ER RENEE ESE SAREE Ot RATATAT LS STI 
t Be 
| || 
ere | . 
in: ; 
OSS oe 
on — 
= ee 
ver | ia 
yere ig 
er.” a 
1ra- a 
sé Po 
any 
wed | ee | 
if Pe : 
our ) | ee 
full 
. I ee 
it it 
ee 
sn’t 
igh, 
best 
rid, PC 
1em- 
1 in : be S 
'Z. 
S 24 o 
not, Ve Arc, * 
Ley 
lieve, 
ied ee 
d. ; 
haa "bie Pe 
prevents AS dec : 
3 Me is ang telling OF thin nd she 
Byte Oe WE Pe Duby. hich 
heresatttony,° ke, <a the pene oe Fe 
> me Craniang th ty tng atl : 
a in Te ed ee 
ears . : — 5 - hd : 
sing ee cat | ieatianae a 
= yo ;poNn AN 1 — 
ae ™ cov 
facts © © or THE | 
ves Po 
pt. 
zo | 
LT 


6 


ADVERTISING AGE 


December 6, 1930 


Adcraft Club 
Celebrates Its 
25th Birthday 


Detroit, Mich., Dec. 5—The Ad- 
craft Club of Detroit celebrated the 
25th anniversary of its foundation 
tonight with a banquet in the Hotel 
Statler, at which a number of char- 
ter members, former presidents and 
many of the leaders in the advertis- 
ing and the publishing field were 
guests of honor. 


Clarence Budington Kelland, news- 
paper man and novelist, was the 
toastmaster, introducing speakers 
who included R. H. Grant, vice- 
president, General Motors; Harvey 
J. Campbell, vice-president and sec- 
retary, Detroit Board of Commerce; 
Henry T. Ewald, president of the 
Campbell-Ewald Company, who 
founded the club; E. St. Elme 
Lewis, advertising man; and “Sen- 
ator” Ford, who delivered an ad- 
dress on “Next to and Following 
Pure Reading Matter.” 


Charles H. McMahon, First Na- 
tional Bank, the club’s president, 
made the opening address. An elab- 
orate scheme of decorations, to com- 
memorate the club’s silver anniver- 
sary, was devised and there were 
music and entertainment by radio 
station artists. 


A feature of the evening was a 
collection of exhibits, showing the 
progress of advertising, and of the 
merchandise it is designed to sell, 
in the last quarter of a century. 


Has Uniform Account 


S. Appel & Co., New York, manu- 
facturers of uniforms for yachts- 
men, hotels, etc., have placed their 
advertising with the Carlysle Com- 
pany, New York. 

General and business publications 
will be used, with direct mail. 


Succeeds Moffett Studio 

Andrew Hurter has succeeded the 
Moffett Studio, famous portrait 
house of Chicago, which recently 
added a commercial department. 

Mr. Hurter formerly managed 
Moffett’s. 


DETROIT PRESIDENT 


C. H. McMahon 


Place Curler Copy 


The West Electric Hair Curler 
Corp., Philadelphia, manufacturer 
of West electric hair curlers and 
water wavers, has appointed Mar- 
tin-Pilling-Shaw, Philadelphia. 

D. Franklin Theobald, Jr., has 
joined this agency as an account 
executive. He was formerly in the 
copy department of McKee & Al- 
bright, Philadelphia. 


Serves N.1.A. A. 


Oscar H. Tyson, president of the 
New York agency of that name, has 
been appointed secretary of the Ad- 
vertising Agency Committee of the 
National Industrial Advertisers As- 
sociation. 

He was recently appointed an ad- 
visory member of the committee on 
business papers of the American 
Association of Advertising Agencies. 


Publish “Rotogravure 


Newspaper Markets” 

The Kimberly-Clark Corporation, 
Neenah, Wis., manufacturer of roto- 
gravure paper, has published “Roto- 
gravure Newspaper Markets,” dis- 


‘cussing markets reached by this 
medium. 

Copies are available to interested 
advertisers and agencies. 


Give the staff the 


NEW S— 


next year 


Everyone in your office needs Adver- 


tising Age—The National 


Newspaper 


of Advertising — because every adver- 
tising man wants to know what's new in 


advertising. 


Here’s an idea—write down the names 
of your staff on a sheet of paper, make 
out your check for as many dollars as 
there are names—send it to Advertising 


Age. 
We will send 


every recipient a little 


card telling about your gift and why it 


was made. 


dvertising Age 
THE "507 South Dendbom Steet 


CHICAGO 


ATTRIBUTES OF 
GOOD SALESMAN 
ARE DESCRIBED 


Constructive Imagination Is 
Called Greatest 


New York, Dec. 4—P. Wesley 
Combs, Sr., associate professor of 
salesmanship at New York Univer- 
lsity, has made an effort to analyze 
ithe requisites of a salesman. Pro- 
fessor Combs lists them in this or- 
der in the monthly bulletin of the 
National Association of Teachers of 
Marketing and Advertising: 
Persistent orderliness. 

Alert observation. 

Fine articulation. 

Constructive imagination. 
Spontaneous resourcefulness. 
“Orderliness,” said Professor 
Combs, “has been almost completely 
ignored in sales training, yet the 
lack of orderliness and thoroughness 
is a rock on which many’ salesmen’s 
ships have been wrecked.” 

He said that possession of this 
quality means orderly consideration 
of all the facts he learns in his sales 
training, orderly thinking and plan- 
ning, order in his letters and re- 
ports to this company. 

Fine articulation, he said, includes 
the ability to speak distinctly, in 
well modulated tones. It goes far to 
create the favorable impression 
the salesman must make. 

Observation means more than 
“keeping your eyes open.” 


Mental Filing Cabinet 


“It is the big impulse to imagina- 
tion,” commented Professor Combs. 
“The salesman who possesses this 
quality will record mentally all 
things relevant to his work, either 
for immediate or~future use. To 
some, observation may mean to look 
at a thing, but to the salesman it 
must mean comprehending its value 
to him and his work.” 

Constructive imagination is one of 
the master salesman’s most valuable 
attributes. Professor Combs _ told 
why: 

“Destructive imagination says to 
the salesman who has been turned 
down, ‘That buyer must be a crook 
or he would have accepted my prop- 
osition,’ or ‘I will find some way to 
get even with that fellow if it takes 
all my life,’ or ‘my competitor must 
have cut the price to take that or- 
der away from me, or he did some- 
thing unethical or maybe crooked.’ 


The Other Angle 


“But constructive imagination 
would say, ‘I wonder what I did 
wrong that made me lose out there; 
I will just recall everything that 
was said and done until I find out 
where I made a mistake.’ Then if 
no error of omission or commission 
could be discovered, constructive 
imagination would say, ‘I will put 
myself in the buyer’s place and 
think hard as to what I would do 
in these circumstances and I will 
stick at my thinking till I find the 
answer.’ ” 

“Everybody knows a_ salesman 
must be resourceful,” continued Pro- 
fessor Combs, “but few sales man- 
agers tell salesmen how to acquire 
it. 

“If the salesman has acquired the 
four qualities indicated in the fore 
part of our list, he is on the way to 
becoming resourceful.” 

Professor Combs said that the 
traveling sales manager or field su- 
pervisor is the latest answer to the 
sales manager’s multitudinous du- 
ties. The supervisor checks up on 
the saleman’s knowledge in the field. 
He is able to determine in which of 
the five qualities any given man is 
weak and to work with him to 
strengthen that link in the chain. 


Rankin Comes West 


William H. Rankin, Jr., who has 
been associated with his father in 
the William H. Rankin Company, 
New York, for two years, has been 
transferred to the Chicago branch. 


Made Art Director 
of Campbell-Ewald 


Capt. H. Ledyard Towle has be- 
come general art director of the 
Campbell-Ewald Company, Detroit. 
He comes to the agency from the 
Fisher Body Corporation, where he 
served as director of its color and 
advertising art studio. 

His work with Fisher consisted of 
color research for consumer prefer- 
ence and color application to bring 
out the design lines of motor cars. 
He was formerly director of the 
Duco color advisory board, special- 
izing in the application of color in 
industry. 

Among the agencies of which Cap- 
tain Towle has been art director are 
the H. K. McCann Company and 
Frank Seaman, of New York. 
Among the accounts he has served 
as art director are the Standard Oil 
Company, the Borden Company, 
Lever Brothers Company, Beech-Nut 
Packing Company and others. 


Agency Expands 

The Hubbell Advertising Agency, 
Inc., Cleveland, will take over the 
agency business of the House of 
Hubbell. 

Joseph E. Mason, senior account 
executive of the latter, has joined the 
agency. 

The activities of the House of 
Hubbell will be confined to the plan- 
ning and production of general 
printing. 

There is no common ownership of 
the two companies. 


Plan Cigar Campaign 
The Deisel-Wemmer-Gilbert Corp., 
Detroit, has bought several well 
known cigar brands from the Frank 
P. Lewis Company, Peoria, IIl., and 
will advertise them extensively. 
Included in the sale were Emer- 
son, a ten-cent cigar; Lewis Single 
Binder, five cents, and the Jose Java, 
five cents. 


Findlay Emigrates 

Wallace Findlay has resigned as 
vice-president of Sterling Beeson, 
Inc., Toledo, to join E. L. Ruddy Co., 
Ltd., outdoor advertising company 
of Toronto. 

Smither Merrill succeeds Mr. 
Findlay as vice-president of the To- 
ledo Advertising Club. 


Hotchkiss Made Editor 


C. H. B. Hotchkiss, formerly pro- 
fessor of heating and ventilating at 
Purdue University, has been made 
editor of Heating and Ventilating, 
New York. A. S. Armagnac, who 
has been editor for 26 years, will 
remain as advisory editor. 


New London Agency 
Harold Whitehead, well known in 
the United States, has established 
a research organization in London. 
He was formerly connected with the 
College of Business Administration, 
Boston University. 


Fawcett Publications 


Appoint Hagemann 

Walter F. Hagemann has been 

appointed Western advertising man- 

ager of the Fawcett Publications, 

New York. He will be in charge of 
the Chicago office. 


Hunter Honored 
Gordon E. Hunter, who has been 
with J. J. Gibbons Ltd., Toronto 
agency, for 20 years, was the guest 
of honor at a dinner tendered by the 
agency. 


Asks Regulatory 
Body forRadio 
Advertising 


Washington, D. C., Dec. 5—Rec- 
ommendation that it be given auth- 
ority to silence for periods not to 
exceed one month any radio station 
which transgresses radio regulations 
was made to Congress in the annual 
report of the Federal Radio Com- 
mission. 

Under existing law, the only cor- 
rective measure is revocation of 
license. 


Washington, D. C., Dec. 4—Point- 
ing out that Federal control over 
radio advertising is indefinite, Ar- 
thur W. Scharfield, attorney for the 
Federal Radio Commission, went on 
record here as favoring the forma- 
tion of something resembling the 
“National Board of Review of 
Motion Pictures.” 


Unless radio takes this action, he 
suggested, more definite Federal 
regulation is inevitable. 

“Last year,” said Mr. Scharfield, 
“an imposing array of complaints 
came before the Commission protest- 
ing against the use of station facili- 
ties for advertising various products 
or activities of a nature detrimental 
to the general public. 

“In several flagrant cases the 
Commission took disciplinary action, 
one of which is now pending before 
the Court of Appeals for determina- 
tion. 

“Doubtless there are numerous 
other stations which should be cen- 
sured for improper use of the privi- 
leges allotted them but this can only 
take place through the slow and 
painstaking process of administra- 
tive scrutiny. 

“In this way the line eventually 
may be drawn between objectionable 
practices such as dissemination of 
propaganda or fraudulent advertis- 
ing, and that material which is ac- 
ceptable as a means of developing a 
proper program. 

“This question might well be sim- 
plified by organized effort on the 
part of broadcasters. They are the 
ones most vitally interested and the 
logical ones to prevent improper ad- 
vertising and other practices. 

“Some headway along this line 
has been made by groups of broad- 
casters in several cities, but there 
has been no comprehensive national 
effort to formulate and abide by a 
code of advertising standards.” 


To Advertise Electric Comb 
White’s Toilet Goods, Inc., New 
York, has appointed Cutajar & 
Provost, Inc., of that city to direct 
a campaign in women’s magazines, 
newspapers and trade papers. 


Brooks Makes Change 


Nicholas Brooks, formerly with 
Howland, Oliphant & McIntyre, New 
York, has joined Fishler-Farnsworth 
& Co., of that city, as an account 
executive. 


Schwartz Promoted 
Maurice S. Schwartz, formerly 
classified manager, has been made 
local advertising manager of the 
Houston Post Dispatch. 
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SEEK INGREASE 
IN POSTAL RATE 
ON FIRST-CLASS 


Postmaster General Makes An- 
nual Report 


Washington, D. C., Dec. 4—With 
an increase of nearly two million 
dollars in the postal deficit for the 
fiscal year ended June 30, Post- 
master General Walter F. Brown 
will ask the current session of Con- 
gress to enact legislation increasing 
first class postage from 2 to 2% 
cents an ounce, he said in his annual 
report. 

This increase will not apply to 
matter mailed for local delivery. It 
will not apply to postal cards or 
private post cards. 

Postal receipts for the fiscal year 
aggregated $705,484,098, compared 
with expenditures of $803,700,085, a 
loss of $98,215,987. The net or ac- 
tual postal deficit after deducting 
revenue credits for postal services 
performed without charge or at 
special rates, is $58,779,064. 

Other legislation sought: 


“To authorize the Postmaster Gen- 
eral to fix fees and surcharges for 
the registration of mail matter 
based upon actual value and length 
of haul, and to determine the limits 
of indemnity. 

“To authorize the Postmaster Gen- 
eral to fix the fees and limits of in- 
demnity for domestic insured and 
collect-on-delivery mail. 

“To authorize the Postmaster Gen- 
eral to raise or lower the fees for 
the issue of domestic money orders.” 


Mr. Brown’s report said: 


Basis for Increase 

“The Postmaster General claims 
that the Post Office Department 
should conduct its strictly postal 
operations without financial loss; 
that its rates of charge to the public 
should be so adjusted as to provide 
an income sufficient in the aggregate 
to pay the cost of all its strictly 
postal services; and recommends an 
increase in the rate on first-class 
mail, where the Government has a 
monopoly and therefore would run 
no risk of driving business to com- 
petitors, from 2 cents an ounce to 
2% cents an ounce. 


“The present rate has been in 
effect since 1885, except for a brief 
period during the World War when 
emergency rates were in force. 


“Since 1916 there has been an in- 
crease of 82 per cent in the second- 
class rate, an increase of 21 per cent 
in the third-class rate, and an aver- 
age increase of 10 per cent in the 
parcel-post rate. 


“When there is taken into account 
the reduced purchasing power of the 
dollar, the 2-cent postage rate of 
1885 is equivalent to 3% cents at 
the present time. If there is taken 
into account the relative wages paid 
to labor, the 2-cent rate of 1885 is 
equivalent to 7 cents at the present 
time. 

“The Postmaster General there- 
fore feels that inasmuch as the rate 
on first-class mail is too low, taking 
into consideration the relative value 
of the service to postal patrons, and 
that while a higher rate than 2% 
cents would be justified, nevertheless 
the one-half-cent increase will take 
care of the deficit and balance the 
post office budget, except, of course, 
for extraordinary and nonpostal ex- 
penditures.” 


Agency Changes Name 


The Z. I. Potter Company, Syra- 
cuse, which was purchased by em- 
ployes last July, has become Barlow, 
Feeley & Richmond, Inc., to indicate 
the new ownership. 

E. S. Barlow is president; A. J. 
Schied, vice-president and treasurer; 
Robert S. Feeley, vice-president in 
charge of art; Ralph Richmond, 
vice-president in charge of copy, and 
A Hardin, vice-president in 


Developed new uses 


tions. 


Analyzed past sales for profit sources 
Concentrated selling efforts 

Applied simplification 

Improved quality of product 
Packaged product more attractively 


Developed new products 
Intensified advertising 
Enlisted dealer cooperation 
Enlisted customer cooperation 
Undertook exporting 
Improved selling organization 
Budgeted selling effort 


for product 


RESPONSE TO NEW ENGLAND SALES PROGRAM 


The New England Council has reported on the number of 
companies adopting various steps in its promotion recommenda- 


Borden Issues 
Last Call for 
Harvard Awards 


Boston, Mass., Dec. 4—Neil H. 
Borden, administrator of the Har- 
vard Awards, has issued a final call 
for entries for this series of prizes 
for meritorious work in the plan- 
ning and execution of advertising. 


All entries must be received at the 
office of the Secretary of the Har- 
vard Business School, Boston, by 
5 P. M. December 31. 


As was true last year, advertise- 
ments need not be mounted, and a 
short statement of fact may be sub- 
stituted for the brief which was pre- 
viously necessary. 


The statement accompanying the 
campaign must not be over 600 
words in length. It should answer 
the following questions as_ specifi- 
cally as possible: 


1. What particular problems were 
to be met by the advertising? 


2. What objectives were set up for 
the campaign? 

3. What were the chief appeals 
determined upon for presentation in 
the advertising and why were they 
chosen? 


4. What method or plans were 
adopted for correlating the advertis- 
ing with other means of selling used 
by the advertiser, particularly per- 
sonal salesmanship? 


5. What types of mediums were 
selected and why? 


6. What appropriation was de- 
voted to the campaign and upon 
what basis was it determined? 


7. What evidences were there of 
the effectiveness of the campaign? 


“American” Supplement 
Has Four-Color Cover 


The December 2 issue of the 
Chicago Evening American carried 
a 12-page advertising supplement 
announcing a one-day sale by The 
Fair, Chicago department store. The 
front and back pages were printed 
in four colors, all other pages being 
in two colors. 

J. M. C. Pease, promotion man- 
ager of the American, said it was 
the first time that a Chicago news- 
paper has carried such a supple- 
ment and the first time any one 
store has published one. 


Heavy advertising was also taken 
- the other local papers by The 
air. 


Ex-Orphan Wins Job 
with Soap Carvings 

Harry J. Storms, whose entry won 
one of the prizes in the Procter and 
Gamble soap sculpture contest re- 
cently held in New York, is the 
author of the current street car 
series utilized by that company. His 
new commission was the direct re- 
sult of the New York contest. 
Storms was born in 1903 and at 
the age of three was sent to an or- 
phanage, where he got his only 
schooling. He ran away and after 
holding various jobs, made a success 


charge of the New York office. 


in the hotel field. 


Borden Names Agency 


Effective January 1, the Borden 
Sales Agency, New York, will place 
advertising of Borden’s evaporated 
milk, Borden’s malted milk, Borden’s 
caramels and all the products of its 
cheese division, through Young & 
Rubicam, New York. 


Has Steel Account 


The Erie Steel Construction Co., 
Erie, Pa., has appointed the Robin- 
son-Eschner Advertising Agency, of 
that city, for 1931. 


R. E. Daub continues as advertis- 
ing manager. 


Beech-Nut Uses 
English Posters 
for First Time 


London, England, Dec. 4—The 
Beech-Nut Packing Company has 
concluded a seasonal campaign on 
what are termed “chewing sweets” 
in this part of the world. This cam- 
paign was an innovation for the 
company, which heretofore has con- 
fined its advertising to newspapers 
and a few magazines. 

The Stetson Hat Agency, a con- 
firmed user of outdoor advertising, 
recently instituted a new poster 
campaign in the Greater London 
area. The same plan is used in pro- 
vincial centers in co-operation with 
local “stockists.” 

In contrast with Beech-Nut, Stet- 
son was one of the earliest and most 
consistent users of outdoor adver- 
tising. This is the only medium em- 
ployed, with the exception of a few 
illustrated weeklies of the Tatler 
class. 


Neet in East 


Neet, Inc., manufacturer of hair 
remover and Louis Philippe, Inc., 
cosmetics, have moved from St. 
Louis to Port Chester, N. Y. The 


two companies recently merged. 


WE AGREE..... 


with the 


Association of 
National Advertisers 


“WHEREAS, We as buyers of advertising must perforce be 
consistently on the alert to reduce our advertising expense by 
all possible means and hence are determined in the future to 
examine more closely into the quality and actual purchasing 
power expressed therein rather than to seek for Quantity 
circulation, * * * ” 


HE above is from a resolu- 

tion passed by the Associa- 
tion of National Advertisers at 
their recent annual meeting re- 
questing publishers to forego all 
rate increases undér present con- 
ditions and whenever possible to 
reduce rates. 


are in hearty accord with 
this resolution. Quality of 
circulation and actual purchas- 
ing power of readers together 
with the lowest possible rates to 
advertisers can scarcely receive 
too much consideration at any 
time and this is specially true 
Now. 


_ Preferred Quality Magazines 


EPEATED investigations 

have established beyond 
question the uniformly high pur- 
chasing power of those who are 
giving preferred consideration to 
these four influential publica- 
tions, the great standard month- 
lies: Atlantic Monthly—Current 
History—Harper’s Magazine— 
Scribner’s Magazine. 


LTHOUGH the higher 
purchasing power of their 
readers has been definitely estab- 
lished, they offer unusually low 
rates per thousand circulation. 
To insure further economy to ad- 
vertisers, either black and white 
or color pages are available in 
the four magazines as a group 
unit at special combination rates. 


PREFERRED QUALITY MAGAZINES 


ATLANTIC MONTHLY 
CURRENT HISTORY 


HARPER’S MAGAZINE 
SCRIBNER’S MAGAZINE 


597 FIFTH AVENUE, NEW YORK 


BOSTON 
CHICAGO 


LOS ANGELES 
SAN FRANCISCO 
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Add to Mediums in 
Candy Campaign 

New mediums will be added to the 
campaign for the Tastyeast Com- 
pany, John C. Dowd, of the Dowd 
& Ostreicher Advertising Agency, 
Lowell, Mass., told the Springfield 
Advertising Club. Test campaigns 
are now being conducted in news- 
papers. 

Radio has been the only medium 
employed heretofore, two free bars 
of Tastyeast being offered to listen- 
ers giving the name of a dealer. 


Heads Publicity Bureaux 


Justice A. E. Arsenault, of Char- 
lottetown, P. E. 1., was re-elected 
president of the Canadian Associa- 
tion of Tourist and Publicity Bu- 
reaux at the annual meeting in 
Winnipeg. 

Justice Arsenault is on the bench 
of the Supreme Court of Canada, 


but devotes his leisure to tourist | 4s 


publicity. 


Joins George Moll 


Edgar M. Hughes has _ joined 
George Moll-Advertising, Philadel- 
phia. He has served the R. M. Hol- 
lingshead Company, manufacturer 
of Whiz products, and the Donovan- 
Armstrong Agency. 


Follow the Leader 


It's good business when 
the leader happens to be 
a publication leading the 
thought in its field. Mod- 
ern food distribution, co- 
ordinated merchandising, 
required a new type of 
magazine in tune with the 
times. This publication 
meets the requirement and 
is read by all types of 
distributors. Write for 
advertsing rates and sam- 
ple copy. 


The New Era in 


FOOD DISTRIBUTION 
37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


Commission Is 
Confirmed in 
Beverage Case 


Cincinnati, O., Dec. 4—Sustaining 
the decision of the Federal Trade 
Commission, the Circuit Court of 
Appeals for the sixth circuit has 
held that the Good-Grape Company’s 
failure to label its product as an 
imitation is unfair competition, both 
to manufacturers of genuine grape 
juice and competitors who label 
their products truthfully. 


The testimony developed that 70 
million bottles of Good-Grape were 
sold in each of two recent years. 


The court ordered the company to 
desist from advertising its product 
“Good Grape” unless the name is 
accompanied by an explanation in 
close proximity to it, in letters at 
least one-half as wide and one-half 
as high as those used for “Good 
Grape”; and of heaviness of color 
and style of lettering which will 
render them at least equally as con- 
spicuous in proportion to their 
height and width as the letters in 
the name “Good-Grape.” 


The court also provided that this 
explanation shall contain the state- 
ment that “Good Grape” is an imi- 
tation and not grape juice. It sug- 
gested this form: 

“Imitation grape—not grape 
juice.” 


Mystery Chef in 


Baking Powder Series 
The R. B. Davis Company, Hobo- 
ken, N. J., has appointed Redfield- 
Coupe, Inc., New York, to direct the 
advertising of Davis baking powder. 
Radio advertising, featuring the 
Davis mystery chef, is being em- 
ployed. 


Gives Selling Course 
The Spokane Advertising Club is 
sponsoring a series of 12 lectures 
by W. K. Braasch, president of the 
Salesmanship Foundation, Chicago. 


Back with “Chicagoan” 

After 18 months with Architec- 
tural Forum, New York, Harry 
Cushing has returned to the adver- 


tising staff of The Chicagoan. 
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TAKE 
JACKSONVILLE 


Gateway to Florida 


Picture the annual parade of dol- 
lars set in motion by the purchase of 
half a million pairs of shoes — two 
and a half million dollars worth of 


sold annually by Jacksonville 


shoe merchants. 


Not amazing in a city with a popu- 
lation of one hundred and fifty thou- 


The truly remarkable fact is the 
almost complete coverage of this and 
every other national shoe market by 
the Boot and 
Jacksonville 94% of all footwear is 
sold by subscribers to the Recorder. 


Shoe Recorder. In 


slight variations the same is 


true throughout the United States. 


Yes—inJthe shoe industry the pub- 
lication is the 


OOS 508 2602600806 
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The Great National Shoe Weekly 


A UNIT OF THE 


UNITED BUSINESS PUBLISHERS, INC. 
Two Thirty-nine West Thirty-ninth Street 


NEW YORK 


NEW VIEWPOINT 
DICTATES 1930 
SALES PLANS 


Bernays Draws Contrast With 
Past 


New York, Dec. 4—“The old- 
fashioned propagandist tried to per- 
suade the individual to buy a defi- 
nite article immediately. 


“The new salesmanship has found 
it possible, by dealing with men in 
the mass, through their group for- 
mation, to set up psychological and 
emotional currents which will work 
for him. He creates circumstances 
which will swing emotional currents 
to make for purchaser demand.” 


Edward L. Bernays of New York, 
epitomized old and new advertising 
procedure in these words in an ad- 
dress here. 


To those who believe in the sur- 
vey as an infallible guid¢,. he gave 
pause with these words: 


“Men are rarely aware of the real 
reasons which motivate their actions. 
A man may believe that he buys a 
motor car because, after a careful 
study of the technical features of all 
makes on the market, he has con- 
cluded that this is the best. He is 
almost certainly fooling himself. 


“He bought it, perhaps, because a 
friend whose financial acumen he re- 
spects bought one last week; or be- 
cause his neighbors believed he was 
not able to afford a car of that class; 
or because its colors are those of his 
college fraternity. 


Underlying Motives 


“This general principle, that men 
are very largely actuated by motives 
which they conceal from themselves, 
is as true of mass as of individual 
psychology. It is evident that the 
successful propagandist must under- 
stand the true motives and not be 
content to accept the reasons which 
men give for what they do.” 


Mr. Bernays said there are two 
ways to sell a radio cabinet. One 
is to advertise that the cabinet is 
cheap, is used by the best artists 
and will last for years. 


The other is the way the expert 
works, he said: 


“The modern propagandist sets to 
work to create circumstances which 
will modify the public’s attitude. He 
appeals to the home instinct which is 
fundamental. He will endeavor to 
develop public acceptance of the idea 
of music and a music room in the 
home with a radio in it. 


“This he may do, for example, by 
organizing an exhibition of period 
music rooms designed by well-known 
decorators who themselves exert an 
influence on the buying groups. He 
enhances the effectiveness and pres- 
tige of these rooms by putting in 
them rare and valuable tapestries. 
Then, in order to create dramatic in- 
terest in the exhibit, he stages an 
event or ceremony. 


Winning the Masses 


“To this ceremony key people, per- 
sons known to influence the buying 
habits of the public, such as a 
famous violinist, a popular artist, 
and a society leader, are invited. 
These key persons affect other 
groups, lifting the idea of the music 
room to a place in the public con- 
sciousness which it did not have 
before. The juxtaposition of these 
leaders, and the idea which they are 
dramatizing, are then projected to 
the wider public through various 
publicity channels. 


“Meanwhile, influential architects 
have been persuaded to make the 
music room an integral architectural 
part of their plans with perhaps a 
specially charming niche in one cor- 
ner for the cabinet radio. Less in- 
fluential architects will as a matter 
of course imitate what is done by the 
men whom they consider masters of 
their profession. They in turn will 


implant the idea of the music room 


PAINTS CONTRAST 
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Edward L. Bernays 


in the mind of the general public. 

“The music room will be accepted 
because it has been made the thing. 
And the man or woman who has a 
music room, or has arranged a cor- 
ner of the parlor as a music corner, 
will naturally think of buying a cab- 
inet radio. And if the name of a 
specific manufacturer has been as- 
sociated with the idea, so much the 
better. 

“Under the old salesmanship the 
manufacturer said to the prospective 
purchaser, ‘Please buy a radio cab- 
inet.’ The new salesmanship has re- 
versed the process and caused the 
prospective purchaser to say to the 
manufacturer, ‘Please sell me a radio 
cabinet.’ ” 


PUT MICROSCOPE 
ON BANK COPY 


“The advertisement of a 3 per cent 
bond will pull best when safety, 
not the return, is emphasized,” 
Rufus R. Jeffris, advertising man- 
ager of the Harris Trust & Savings 
Co., Chicago, told the Chicago Fin- 
ancial Advertisers December 3. 

“In the savings department,” con- 
tinued Mr. Jeffris, “advertisements 
that pull are those that tell the 
readers we will help them save for 
some specific purpose, such as to pay 
taxes or insurance premiums, or ob- 
tain funds for Christmas, anniver- 
sary and birthday gifts. 

“Trust department advertising 
has two major pulling motifs. One 
is fear and the other is the laziness 
of the wealthy. 


“T once ran a trust advertisement 
depicting a mother with a babe in 
her arms fainting in a breadline. 
One of my employers said he burst 
into tears when he suddenly came 
across it in the morning paper. He 
said it was unfair to play so on the 
frayed emotions of our customers 
and prospects. But the advertise- 
ment pulled unusually well. 


Taxes Good Theme 

“Taxes make good subjects for 
‘fear’ advertisements. Nearly every- 
one except advertising men are 
afraid of them. 

“As for the laziness of the 
wealthy, it seems that many people 
who have inherited or. acquired great 
wealth are irritated by it. This is 
hard for the advertising man to un- 
derstand, but it is true. 


“The trust department, by using 
what I call the laziness motif, can 
induce these people to bring their 
wealth into its portals, where it can 
clip coupons, watch bond calls and 
relieve the customer of other such 
menial tasks. 


“The fear appeal is supreme for 
safety deposit advertising. Burglars, 
bandits, pickpockets and every im- 
aginable disreputable character pro- 
vide good copy and make interest- 
ing reading for the unsuspecting 
prospect. 

“Generally speaking,” concluded 
Mr. Jeffris, “the addition of an illus- 
tration adds to the pulling power of 
a financial advertisement, but an 
illustration that is not interesting is 
worse than none.” 


Philosophy of 
Metropolitan 
Is Outlined 


New York, Dec. 4—More than 400 
reports on management problems 
which have been published by the 
Metropolitan Life Insurance Com- 
pany, are listed in a new Index of 
Economic Reports just issued by the 
company. 

In a foreword, the new volume, 
which is available to those inter- 
ested, tells why the company offers 
an economic service to business. 

“More than one out of every five 
men, women and children in the 
United States and Canada are in- 
sured with the Metropolitan,” it 
said. 

“The company has a double inter- 
est in those it insures. In the first 
place, it is concerned with their 
physical health or well-being and an 
extensive program to lengthen life 
has been carried on over a period of 
years. 

“In the second place, the Metro- 
politan is interested in the economic 
health of its policyholders, for the 
connection between steady employ- 
ment and stability of premium in- 
come is obvious. 

Helping Policyholders 

“The company’s program for help- 
ing stabilize employment and _in- 
comes of those it protects is carried 
on through the Policyholders Serv- 
ice Bureau. The work of this spe- 
cial department is devoted entirely 
to the cause of better management 
in business. 

“Its staff is made up of specialists 
in different fields. One section, for 
instance, is concerned exclusively 
with the problems of production 
management; another with market- 
ing and distribution; while _ still 
others deal with problems of ac- 
counting and finance, office manage- 
ment, publicity and advertising, in- 
dustrial relations, industrial health, 
accident prevention, business and 
economic research, and the like. 

“In the pursuit of its objectives 
the Service Bureau carries on a 
variety of activities. In some cases 
it has cooperated with an _ en- 
tire industry—through the organi- 
zation representing the industry— 
in economic investigations on prob- 
lems of major concern to the indus- 
try as a whole. 


“In other cases, it has cooperated 
with regional organizations of busi- 
ness men in investigations of special 
interest to the geographical areas 
involved, and also in the sponsoring 
of regional conferences on outstand- 
ing business problems of the day. 
In still other cases, researches have 
been conducted on some problem of 
major importance to a variety of 
industries. 


“In addition to the general eco- 
nomic services of the Bureau, it 
offers to Metropolitan Group policy- 
holders a special consulting service 
on management problems. Investi- 
gations are carried on continucusly 
to secure information to answer 
specific business problems submitted. 


“Many of these lead to the prepa- 
ration of reports which treat more 
or less extensively on subjects of 
special interest to other executives 
as well as the ones for whom the 
work was done. Such of these re- 
ports as are believed to have gen- 
eral interest and are not confidential 
are made available in mimeographed 
form for general distribution.” 


Advertise Pyrometers 
The Claud S. Gordon Company, 
Chicago, pyrometer engineers and 
manufacturers, are using direct mail 
and business papers in a campaign 
directed by Hurja, Chase & Hooker, 
Chicago. 


Agency Employes Wed 

Ruth Patricia Coxey, of the ac- 
counting department of Erwin, 
Wasey & Co., New York, and Fred- 
erick H. Wilson, mechanical produc- 
tion manager of the agency, were 
wed in that city last week. 


Gets Shoe Account 
The Boyd-Welsh Shoe Co., St. 
Louis, has appointed the Hazard 
Advertising Corp., New York, to 
ot the advertising of Peacock 
shoes, 
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ADVERTISING AGE 


Speakers Elect 


The public speaking class of the 
Advertising Club of Boston has 
elected Frank Lally, of the State 
Mutual Assurance Co., president. 

Harold Alberts was chosen vice- 
president and secretary. 


Plan Mack Schedule 


McCann-Erickson, Inc., New 
York, will make up the 1931 sched- 
ule of Mack Trucks, Inc., this month. 
Magazines, business papers, cata- 
logs and direct mail will carry the 
copy. 


Barton’s New Role 


Robert B. Barton, until recently 
sales manager for the Elgin National 
Watch Co., Chicago, has become 
vice-president of H. A. Osgood & 
1 wholesale jewelers of New 

ork. 


SSR RR RE RRR ERE RE RE RE RE eee 
Available now to advertis- 
ing and sales executives 
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A report just published by the 
advertising department of 


RETAILING 


A Fairchild Publication 
8 East 13th Street, New York 
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TAXI WEEKLY 


The trade newspaper of the 
taxicab industry 


STREET TRAFFIC 
NEWS 


Eastern authority on street 
and highway traffic 


GASOLINE 
RETAILER 


National trade newspaper 
of the gas and oil 
distributor 


—S——_—_ 
All Published at 
54 West 74th St. 
NEW YORK 


Always say 
ep & A” 


—because our out-of-town 
customers are just as en- 
thusiasticasare the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & Anderson 
Company 
Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 


DESCRIBES TASK 
OF VISUALIZER 


John Jennings, of the Grauman- 
Jennings Studios, Chicago, relieved 
the anxiety of 300 students and 
others attending a series of lectures 
at the Newberry Library, Chicago, 
by explaining that “Visualization,” 
the subject of his lecture, merely 
means getting something down on 
paper. 

“The visualizer is merely our old 
friend, the art director, under a 
new name,” said Mr. Jennings. 

“It is the title given the fellow 
who goes through the initial inves- 
tigations and probings that start the 
advertising process. The visualizer 
thinks in pictures rather than words. 
A pencil and paper are his vocabu- 
lary. 

“To start him on his work, we 
must have a message to be broad- 
cast—that is, a manufacturer with 
a product to sell. A working agree- 
ment is made between the manu- 
facturer and the advertising counsel 
as to how they intend to go about 
making the sale. 


Where Visualizer Enters 


“This working basis will be given 
to the visualizer at an early stage, 
if the graphic presentation is con- 
sidered an important factor. Other- 
wise, it may come to him after the 
approach, copy and even the illus- 
trative theme have been deter- 
mined.” 

Mr. Jennings said that the visual- 
izer’s job is to arrange, amplify and 
interpret the message in a colorful 
way. 

“TI am sure you will agree that an 
emotion is aroused in the reader by 
an advertisement before a word of 
the copy is read,” suggested the 
speaker. 

“That is accomplished by estab- 
lishing a tone of voice for the 
printed page that helps create the 
reader’s mood.” 

Mr. Jennings suggested that the 
client is right as often as he is 
wrong, and that his ideas should be 
accorded more weight. He said that 
the old-fashioned custom of having 
the layout man indicate the headlines 
is passing out of use. 

“The decision as to how much of 
the story shall be told in words and 
how much in pictures is always im- 
portant,” he continued. 


Pictures vs. Words 


“Pictures have always been a 
forceful means of telling a story, 
but the copy man often paints 
clearer and more dramatic pictures 
than the artist. 

“With a clear understanding that 
beautiful layouts—beautiful in ar- 
rangement and beautiful in their 
possibilities of illustration and type 
—are not sufficient in themselves, 
the visualizer draws upon the re- 
sources around him to complete the 
framework he has created.” 


Mr. Jennings made the point that 
it is often a mistake to ask an artist 
to “Give me something like the work 
you did for So-and-So.” 


“His drawings may be so closely 
associated with another product as 
to defeat the possibility of establish- 
ing your own identity,” he said. 


“Better to give him a definite 
story of your own to interpret.” 


Here are some of the things the 
visualizer must know before he 
starts work, he said: 


Publications to be used, number 
of advertisements and how sched- 
uled, whether or not color will be 
used, and the size of the space. 


“The modern trend in all the arts 
today has opened up great’ new 
fields in the planning of advertis- 
ing,” said Mr. Jennings. 


“Along with the many influences 
it has exerted upon type, the most 
interesting to the visualizer is that 
in planning advertisements he no 
longer builds around the formal 
gray panels of type composition, but 
creates forceful lines of design with 


the type itself.” 


Cuban Papers 
Seek A. B.C. 
Membership 


Several Cuban publications have 
filed application for membership in 
the Audit Bureau of Circulations, 
Chicago. 

The board of directors of the Bu- 
reau voted at their June, 1930 meet- 
ing to entertain applications for 
membership from publications in the 
West Indies and Mexico at such time 
as A. B. C. headquarters believes 
that necessary arrangements have 
been made by the Bureau and the 
newspapers to make an audit pos- 
sible. 

Since that time formal applica- 
tions have been received from the 
following: Carteles, a weekly maga- 
zine; Diario de la Marina and El 
Mundo, daily newspapers; and La 
Semana, weekly magazine. 

None of them is privileged to 
make use of the phrase, “Applicant 
for Membership in the Audit Bu- 
reau of Circulations,” nor in any 
other way imply association with 
the Bureau until the application has 
been formally accepted and a bul- 
letin issued to that effect. 

No provision has yet been made 
for making the preliminary inspec- 
tions of the records of these various 
publications, which is the first step 
the Bureau takes. 

Recent press dispatches from 
Cuba stated that the censorship that 
caused practically all Cuban news- 
papers to suspend publication No- 
vember 13 has been lifted, to take 
effect November 26th, and _ the 
papers resumed publication Novem- 
ber 28. 


Ten Advertisers 
Will Continue 
to Broadcast 


New York, Dec. 4—Ten national 
advertisers who have been giving 
weekly broadcasts through 1930 
have renewed their contracts with 
the National Broadcasting Company, 
D. S. Tuthill, general sales manager, 
announced. 

The advertisers are Colgate-Palm- 
olive-Peet Company, sponsors of the 
Palmolive Hour; the Cities Service 
Company, subsidiary of Henry L. 
Doherty & Co., and sponsors of 
the Cities Service Hour; the Chese- 
brough Manufacturing Company, 
sponsors of the Thompkins Corners 
Real Folks; Standard Brands, Inc., 
sponsors of the Chase and Sanborn 
Choral Orchestra; 

Iodent Chemical Company, which 
presents the Iodent Big Brother 
Club; the H. J. Heinz Company, the 
Bristol-Myers Company, the Stand- 
ard Oil Company of New York; the 
Proctor and Gamble Company and 
the manufacturers of Fleischmann’s 
Yeast, Standard Brands Inc. 

The RCA Radiotron Company has 
also renewed its contract for a year 
and will present a radio program 
twice each week. 

The Colgate-Palmolive-Peet Com- 
pany began its fourth year of broad- 
casting December 3 over the N. B. 
C. chain. No important change has 
been made in its program since it 
was instituted in 1927. The pop- 
ularity of Olive Palmer, Paul Oliver 
and the Palmolive Orchestra has 
held constant over that period. 


Foreign Expert Sees 
Studios of N. B.C. 


Sir John F. Payne-Gallwey, Bart., 
managing director of Universal Ra- 
dio Publicity, Ltd., with stations in 
the Irish Free State and France, 
was a visitor at the studios of the 
National Broadcasting Company this 
week. 

He said that his organization oper- 
ates on the same general basis as 
stations in the United States. 


Barkley Promoted 


Increased responsibilities have 
been assumed by Winfield Barkley, 
as the Bank of Italy, Los Angeles, 
enlarged and changed its name to 
the Bank of America. 

Mr. Barkley wili have charge of 
all advertising and publicity for 


Southern California. 


Two Papers Suspend 
Florida State News, Tallahassee, 


Change Name 


Business Machines, Chicago, will 
and the Elizabeth (N. J.) Times| become The Office Equipment Mer- 
Herald have suspended publication. | chandiser, January 1. 


Criterion Posters 


Give You 


Dominance 


Right at Point 
of Parchase 


T is admitted that there 
are too many products 
of every type — too many 
names for the consumer to 
remember — too many for 
the dealer. 


Success in building sales 
depends on your ability to 
make your product stand 
out from the mass in the 
mind of the consumer—and 
in the mind of the dealer. 


And that is exactly what 
Criterion (3 Sheet) Posters 
do. Eight feet high, in full 
color, they are posted in a 
handsome metal frame on 
or near the side wall of the 
dealer's store. 


They give you dominance 
in Mrs. Consumer's mind, 
because they are a last big 
smashing selling message 
as she enters the store to 


buy. They give you domin- 
ance with the dealer because 
Criterion Posters are ad- 
vertising that he sees con- 
stantly—that he can feel 
immediately in his cash 
receipts. 


They are something you 
should know about before 
you plan your 1931 adver- 
tising. Have your secretary 
send the coupon now. 


CRITERION 
SERVICE 


The only we gwd and only uniform 
National Service of 3-sheet 
Neighborhood Posting 


CRITERION 
SERVICE 


Graybar Build- 
ing, New York 


Please send your portfolio 


Company 
Address 


by 


will keep you 


Use the 


Subscribe Now! 


dvertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


posted on the 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 


Coupon 


Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 
enclose $1 (check, currency, or money order.) 
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WHO? 


R A distributor in the South used one 
E fifteen-minute broadcast weekly 
S on one Charlotte, N. C., Station, 
U to advertise Gator-Hide Mulch 
L Paper. During 1929, inquiries cost 
T him 84¢ each. From January to 
Ss April, 1930, inquiries came in at 
the rate of 37¢ each. 


The complete story may be secured from 


SCOTT HOWE BOWEN, Inc. 


Radio Station Representatives 
Chrysler Building, New York 


Chicago Philadelphia Detroit Boston Dallas 


EXTRA MILLION 
THROWN IN FOR 
REFRIGERATORS 


N. E. L. A. Directs Industry's 
Efforts 


New York, Dec. 4—With 1,000,000 
sales as the goal for 1931, details 
of a three-year campaign to pro- 
mote electric refrigeration have been 
announced by the National Electric 
Light Association, which is sponsor- 
ing the drive. 

The plan of action contemplates 
year-around selling. An _ intensive 
campaign will start early in Janu- 
ary and continue until Christmas 
Eve, with special drives during the 
spring, fall and holiday seasons. 
The results of the 1931 campaign 
will largely determine later policies. 

The program for 1931 will in- 
clude: (1) A series of 12 large 
advertisements in leading general 
magazines; (2) Organizatign of dis- 
tributors, dealers and central sta- 
tions nationally and locally to effect 


is the best buy in 
the hospital field .. . 


ask for data folder just 


issued full of facts and 


figures e e e e * e 


Hospital Management, Chicago 
537 South Dearborn Street 


HOSPITAL 
MANAGEMENT 


the most profitable form of coopera- 
tion among the interests involved; 
(3) An intensive tie-up by the local 
interests with the national cam- 
paign, together with the endorse- 
ment and active aid of community 
electrical leagues, clubs, associations, 
etc.; and (4) Individual selling and 
advertising activities by distribu- 
tors, dealers and central stations. 


A $1,000,000 Fund 


All of the costs of the national 
advertising and organization work 
will be borne by manufacturers of 
electric refrigerators, who are sub- 
scribing a fund of $1,000,000 over 
the three years. This is in addition 
to the individual appropriations of 
these manufacturers. 

Sales helps and similar advertis- 
ing will be paid for by local inter- 
ests. These will include window dis- 
play material, booklets, circulars, 
envelope fillers, truck banners, out- 
door advertising posters, signs, 
street car cards, newspaper mats 
and electros, material for use in co- 
operative exhibits, etc. 

Local advertising is expected to 
cost considerably more than the na- 
tional campaign. 

The goal of 1,000,000 sales during 
1931 calls for the selling of one 
electric refrigerator to each 20 do- 
mestic users of electric current. 

There are about 20,000,000 such 
users, and the central stations are 
asked to contribute 10 cents for each 
one of these to the local advertising 
fund. This will cost them about $2 
per refrigerator or a total of $2,000,- 
000. This does not include their 
usual appropriations for advertis- 
ing, nor what distributors and deal- 
ers may expend. 
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advertising will 
i tact week of March, and 


Advertising Plans 


National start 


will appear at fortnightly intervals 


7 BOUND-INDEXED 
Handy to File 


MEDIA ANALYSIS 
For Primary Field 


WEEKLY SERVICE 
On New Advertisers 


BOUND-INDEXED 
Handy for Reference 


The National 
Advertising 
Records 


Since 1924 


In Each Field 


SELLING—is the major problem of our time, and ADVERTISING is its hand 
maiden. The Sales Strategy and Advertising Policy of each national advertiser 


unfold before your eyes month by month, if you are a subscriber to 
Tue NATIONAL ADVERTISING RECORDS 


The primary media field is accurately and thoroughly checked for you month by month 


General Magazine Field, Farm Field, Radiocasting 
These are the Primary Media and show you 
the scope and consumer approach of your tion is accurately plotted for you 

competitors for public favor. fiven field. 
No ADVERTISER, AGENCY, or PUBLISHER can afford to be without the 


NATIONAL ADVERTISING RECORDS 


Confer today with our nearest office and have them shown to you. 
Special Reports Compiled on Application. 
The COST is small, the SERVICE is great! 


NATIONAL REGISTER PUBLISHING CO. 
NEW YORK, N. Y. — Sole Sales Agent 
“eee too ate a” uy 
Chamber of Commerce Building, Les Angeles 


YEARLY COMPARISON 


ANALYTICAL TABLES 


The strength and weakness of each emt 


until October with the exception of 
August; during October, November 
and December one advertisement 
will appear each month. 

Local advertising material will 
be available on January 1, and field 
men will start out about January 15; 
in mid-February there will be co- 
operative exhibits in this country 
and Canada. 

On April 1 dealers will start their 
spring selling campaigns, which 
will continue until June 30; the week 
of September 7 will be National 
Electric Refrigeration Week, which 
will mark the opening of the fall 
campaigns, to continue until Octo- 
ber 16; and finally, on November 
16, the Christmas holiday campaign 
will start, continuing until Christ- 
mas Eve. 

For the purpose of handling this 
campaign a special department was 
established by the National Electric 
Light Association, which is known 
as the Electric Refrigeration Bu- 
reau. James E. Davidson, president 
of the Nebraska Power Company, 
of Omaha, Neb., and a former pres- 


GETS NEW DUTIES 
‘ F *> S% ¢ Esc SF Y < bat 


Charles B. Nash 


Mr. Nash, who is vice-president 
of the Standard Sanitary Mfg. Co., 
New York, has been appointed di- 
rector of publicity of the American 
Radiator & Standard Sanitary Corp. 


man of this Bureau. 


Personnel of Bureau 

Its personnel includes the repre- 
sentatives of several central sta- 
tions, manufacturers of electric re- 
frigerators, and larger distributors 
and dealers. Dr. George W. Allison, 
of Chicago, is personally in charge 
for the N. E. L. A. The agency pre- 
paring the campaign is Lord & 
Thomas and Logan, of New York, 
with W. E. Underwood, formerly 
with the General Electric Company, 
as account executive. 

The association describes its plan 
as follows: “It involves the organiz- 
ing, nationally and locally, of all 
those interested in the furthering of 
electric refrigerator sales, and in 
bringing about a co-operative spirit 
toward the accomplishment of our 
common aim—the sale during 1931 
of 1,000,000 electric refrigerators. 

“Although stressing electric refrig- 
eration, national and local copy will 
fully regard the proper ethics as 
affecting ice companies. Local inter- 
ests will carry on advertising and 
sales promotion activities in their 
respective communities, in a close 
tie-up with the general campaign 
and the national magazine advertis- 
ing. The Bureau will produce the 
material for this tie-up and will sell 
it to the local interests at actual 
cost.” 

The organization plan_ includes 
two interlocking national commit- 
tees which are assisted by a group 
of regional directors. From this 
nucleus local committees will be 
formed, so that practically every 
community in the United States and 
Canada will take an active part in 
the campaign. 


In New Quarters 

McCann-Erickson, Inc., New York 
agency, has occupied its enlarged 
quarters on the 12th, 13th and 14th 
floors at 285 Madison avenue, the 
former address of the H. K. McCann 
Company. 

The organization will rank among 
the first five or six agencies of the 
country in volume. 


N. Y. Club on Air 


Several coming events of the Ad- 
vertising Club of New York will be 
broadcast by the National Broadcast- 
ing Company. 

Among these are the luncheon to 
Walter Damrosch December 10, and 
that to Charles Milton Newcomb, 
humorist, a week later. 


Byerly Sells Interest 
Oliver M. Byerly has sold his in- 
terest in Byerly-Humphrey & 
Prentke, Inc., Cleveland, to Ralph B. 
Humphrey and Herbert E. Prentke. 
The name will be changed to Hum- 
phrey & Prentke, Inc., January 1. 


Myers’ New Role 


George K. Myers, formerly of 
Nation’s Business, has been ap- 
pointed director of general advertis- 
ing for The Magazine of Wall Street, 
effective January 1. 


New Agency for Glue 
Perkins Glue Co., Lansdale, Pa., 


has appointed Fox & Mackenzie, 
Philadelphia. 


Made Vice-President 
of Boston Agency 


George M. Murray, formerly presi- 
dent of Murray & Coe, Boston ad- 
vertising agency, has joined Nelson, 
Duncan & Harlow, of that city, as 
vice-president. 

He will take the place of R. L. 
Harlow, who has been an inactive 
partner in the company. The name 
will be changed to Nelson, Duncan 
& Murray, Inc. Mr. Murray was ad- 
vertising manager of Lehn & Fink 
Products, New York, and an execu- 
tive with the Charles W. Hoyt Com- 
pany, and the Frank Presbrey Com- 
pany. 


TELEPHONES 
CALEDONIA 
6741-6742-6743 


Only 10 other cities* have a daily news- 
paper with as large a circulation as The 


“Des Moines 
Register and Tribune 


Over 240,000 Daily 


*New York, Boston, Chicago, Detroit, Cleve- 
land, Philadelphia, Baltimore, KansasCity, 
Pittsburgh, St. Louis and Des Moines. 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fied customers, it would remove doubt and get the 
orders. Do not allow testimonial letters to lle idle 
in your files—give coples to your men and increase 
sales thru their use. Write for samples and prices 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicago 


REDUCE YOUR COST 
OF SELLING teins pos canis 


Folders, Blotters, Booklets, Catalogs, etc., ete. 
Postage and The Mailbag——monthly magazine— 
published continuously since 1915—is entirely 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. Full of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample copy. 


Postage and Mailbag Sockinn, Noy, 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 


Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employment 
agency law, our methods are unlike any other 
agency. ’ 


PROFESSI omnes, A. oe SERVICE 


Gurney Chrysler, 
527 Fifth Avenue, New York 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 


100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 

MULTIGRAPHING, MAILING 


Prop. 
Murray Hill 10488 


» For Dependable 
Photostat Service 


< 
q 
F. A. RUSSO INC. 


230 PARK AVE. 509 FIFTH AVE. 
60 E.42ndST. 250 W. 57th ST. 


VANderbilt 9975-6-7 
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Aylesworth 


Attacks 


Transcriptions As 
Waste of Facilities 


(Continued from Page 1) 
which was not taken over or adapted 
from some other medium. Inciden- 
tally, he said that New York radio 
critics insisted it was “terrible” un- 
til its popularity with their audi- 
ences forced them to recognize its 
value. 

“The advertisers pay for radio,” 
he said, “just as they pay for news- 
papers and magazines. But just as 
these publications maintain ‘their 
editorial independence in spite of 
the advertising which they receive, 
radio will continue to maintain itself 


Your 1931 Schedule 
Will Be Incomplete With- 
out Southern Coverage 


Reach the Southern market with the 
Lamar & Whitmore List of Southern 
Methodist Publications. 
Combined Circulation 
1,029,222 
Turn to Standard Rate & Data Serv- 
ice or write us for detail information 


in regard to one of the greatest 
marketing areas in the United States. 


“We Cover the South” 


Lamar & Whitmore 
Publishers 
810 BROADWAY 
NASHVILLE, TENN. 


E. M. McNEILL, 
Advertising Director 


E. J. LINES, 
Traveling Representative 


Once Again 


... orange blossoms and wedding 
marches . . . Autumn Brides .. . 
new homes and _hearth-fires 
springing up everywhere ... these 
young home makers of tomorrow 
are now forming their lifetime 
preferences and buying habits... 
make us show you results of re- 
cent investigations . . . surprising 
new facts prove that Mother, too, 
reads Daughter’s —" of 


AmeriZanGirl 


THE S4AGATINE COR ATL GIRLS 
Published by GIRL SCOUTS, INC. 
670 Lexington Ave., New York, N. Y. 


Ss. E. gg gp oo BUSINESS MANAGER 
N. JONES, ADVERTISING 


Gusen PHILADELPHIA 
Powers & Stone, Inc. Harry E. Hyde, 
First Nat’l Bank Bldg. 548 Drexel Building 
NEW ENGLAND AND NEW YORK STATE 
(except Metropolitan area) 
Powers & Stone, Inc. 
369 Lexington Ave., N. Y. C. 
Member Audit Bureau of Circulations 
2 MARAT SERIA 


without being controlled or domi- 
nated by the advertisers who spon- 
sor the programs.” 


Advertisers Generous 

He said that national advertisers 
on chain broadcasts are always will- 
ing to make way for a public fea- 
ture, such as an address by the 
President or some other event of 
maximum importance, and that in 
any event the NBC is permitted by 
its contracts to side-track a spon- 
sored program whenever public 
service makes this necessary. 

Mr. Aylesworth said that Chicago 
has become the radio center of 
America, in the matter of stations, 
programs, talent, etc. 

In discussing the likes and dis- 
likes of the public for various kinds 
of programs, Mr. Aylesworth said 
in an interview published in the 
Chicago Evening American: 

“Fast moving drama with quickly 
successive episodes is most popular. 
The general trend is toward the 
speken word, where it is_ short, 
newsy and amusing. The public still 
shies away from long talks. 

“Young people like dance music. 
But the response to more serious 
music has been so tremendous that 
30 per cent of all programs broad- 
cast now are of that kind. The re- 
sponse to the broadcasts of opera 
have been amazing. 

“Listeners in small towns, many 
of whom have never heard an opera 
before, deluged the broadcasters 
with letters begging for more. That 
is indicative of the radio audiences’ 
tastes.” 


Resale Bill 
To Pass House, 
Says Sponsor 


Washington, D. C., Dec. 4—The 
Capper-Kelly bill (H. R. 11) to per- 
mit manufacturers to fix the re-sale 
price of their products, will be 
passed by the House, Representative 
Kelly, its sponsor, predicted as Con- 
gress met for a session to run to 
March 4, 


He said that he could not say 
what the Senate would do, but that 
he has been assured of its consider- 
ation. 

Said Representative Kelly: 

“The Capper-Kelly bill is not 
mandatory but permissive. It will 
prevent price pirates from destroy- 
ing the name and good will of those 
manufacturers who desire to protect 
themselves, their distributors and 
the public from fraudulent practices. 

“It is an antimonopoly measure in 
that no possessor of a monopoly in 
any class of products is given the 
right to make such agreements. By 
safeguarding fair competition in 
retailing it also hinders the process 


of monopolization of merchandis- 
Tad 


Mr. Kelly has received letters of 
support of the bill from the Na- 
tional Federation of Radio Associa- 
tions, National Association of Retail 
Grocers, numbering 50,000 independ- 
ent dealers, the National Associa- 
tion of Retail Druggists, numbering 
30,000 independent dealers, the 
American National Retail Jewelers 
Association, numbering 3,250 inde- 
pendent dealers, and from many 
other organizations and individuals. 


Publisher Has Agency 

William Faro, Inc., New York 
book publisher, has placed its adver- 
tising account with Rogers, Hinman 
& Thalen, Inc., of that city. News- 
papers and magazines will be used. 
John L. Rogers is the account 
executive. 


The same agency has been ap- 
pointed by the Model A. A. C., New 
York manufacturers of model air- 
planes. Mail order sections of news- 
papers, juvenile and mail order 
magazines will be used. 


‘How Cupples 


Found Idea 
That Counted 


St. Louis, Mo., Dec. 4— Though 
many fruitful copy ideas are based 
on things which a manufacturer 
himself doesn’t know about his 
product, it is more likely that the 
copy writer’s task is merely to 
dramatize some function of the 
product which the manufacturer 
knows and regards as unimportant. 
J. P. Licklider, director of pub- 
licity and sales research, Missouri 
State Life Ins. Co., made this point 
in addressing the Advertising Club 
of St. Louis last week. He cited the 
case of the Cupples Company. 
“The company is a large manu- 


said. “In the manufacture of tires, 
a large amount of rubber is left 
over. What to do with this rubber 
became an_ important problem. 
Someone suggested making it into 
rubber rings for jars. 


A Hopeless Case 

“There are millions of jar rings 
on the market, some branded, some 
not. Selling rubber jar rings seemed 
a hopeless task, but the idea per- 
sisted and so the company decided 
to make jar rings. I was connected 
with the advertising agency serving 
that account, and we were called in 
to lay out an advertising program 
to sell Cupples rubber jar rings. 

“Could there be anything in the 
world more uninteresting, more pro- 
saic to write about? To find ‘that 
something’ in a rubber jar ring 
that would make housewives all over 
the land cry for it was a job for the 
miracle worker. 

“A copy man from our company 
sat in the conference. The Cupples 
man was demonstrating how neatly 
the Cupples jar ring fitted the jar 
and cap. He was using a jar that 
had been sealed for several days. 
In attempting to remove the cap 
from the jar, it stuck. The Cupples 
man, opening a pen-knife, ran the 
blade around under the rubber jar 
ring and the cap was removed 
easily. 

“Why did you do that?’ asked 
the copy man. 

“‘Well,’ said the Cupples repre- 
sentative, ‘when you let the air 
under the rubber, it releases its 
hold and the cap comes off easily.’ 

“The copy man thought for a mo- 
ment. ‘What would be the result if 
we put ears on the ring, an ear on 
each side, and then instructed the 
housewife to “pull out those ears’’? 
That would let the air get under 
and release the cap, wouldn’t it?’ 

“ ‘Sure it would,’ said the Cupples 
man. ‘That’s a great idea—it solves 
one of the biggest troubles of the 
housewife in opening up a jar of 
preserved fruit or vegetables.’ 

“ ‘Fine, let’s put ears on our jar 
rings and sell Those Ears!’ 

“And thus was discovered ‘that 
something’ that has made Cupples 
jar rings a favorite in hundreds of 
thousands of homes.” 


Agricultural Editors 
Support Farm Board 


A resolution expressing approval 
of the work of the Federal Farm 
Board and the intention of members 
to support the Agricultural Market- 
ing Act without modification, was 
passed by the American Agricul- 
tural Editors Association at a 
meeting in Chicago December 1-2. 

J. F. Case of Missouri Ruralist, 
St. Louis, was made president and 
W. H. Lloyd of Ohio Farmer, Cleve- 
land, was re-elected secretary. 


Bruce Moran Made 
Ninth District Chief 


Bruce Moran, vice-president of 
Eastman, Scott & Co., Atlanta 
agency, has been appointed Governor 
of the Ninth District Advertising 
Federation of America. 

The district includes Southern 
Virginia, North Carolina, Georgia, 
Alabama and Tennessee. 


Film for A. T. & T.- 


The industrial division of Metro- 
politan Sound Studios, Hollywood, 
Cal., is making an industrial pic- 
ture, “Making the Grade,” for the 


Co. 


facturer of automobile tires,” he | 


American Telephone and Telegraph | 4 


DESCRIBES BIRTH 
OF A COPY IDEA 


Joseph P. Licklider 


,|Judge Bingham, 


Banks Closed, 
Ky. Publisher 
Advances Cash 


Louisville, Ky., Dec. 4—Judge R. 
W. Bingham, publisher of the Louis- 
ville Courier-Journal, has announced 
that he will personally lend 50 per 
cent of the amount due to the 
Christmas savings account deposi- 
tors of two Louisville banks which 
recently closed their doors. 

The 16,000 depositors, whose ag- 
gregate deposits amount to $498,000, 
may receive the money on or after 
December 15 by giving an assign- 
ment for the amount advanced by 
secured by re- 
ceiver’s certificate. They will not be 
required to pay any interest or 
premium. 


WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 
like a lovy-dovy wedding cake? No! 
Typography made starkly repulsive by 
the “back-to-ugliness” cultists? No! 
We stand, squarely between the two, 


for the naturalness that ts art and 


the beauty of simplicity 


Successors to 


LEE & PHILLIPS, INC. 
Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


MONTAGUE LEE COMPANY, INC. @ FREDERIC NELSON PHILLIPS, INC. 
GRAPHIC TYPESETTING CORP. 


@ CAXTON TYPOGRAPHERS, INC 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands i in New ¥« New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG,, TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
‘420 Lexington Avenue 
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A New FREE Service for 
all Buyers of Sales Promotion 


12 ADVERTISING AGE 
Literature... Read this message 


aaade so 


a New Department 
for the Service of Manufacturers 


@ COLLINS & ALEXANDER 
have just added the 
services of an expert 
typographer and printer to 
counsel with buyers of 
sales promotion literature. 


@ No, we are not selling 
anything but our product, 
engravings. This service 
is free and we believe it to 
be the most valuable of its 


kind in Chicago. 


@ To anyone who buys 
printed matter this is a 
buy. You can’t lose and 
you may save a substantial 
amount each year. 


@ Call Central 4089 or drop 
a line to 65 East South 
Water Street, Chicago, and 
ask for a representative. 


COLLENS &| 
ALEXANDER 


America’s Finest Engraving Plant 


ACME WHITE LEAD 


FISK TIRE CO. 


JOHNSON WAX NEET SHERWIN-WILLIAMS r 
ADDRESSOGRAPH GENERAL ELECTRIC CO. KIRK SOAPS NORTHERN TISSUE SIMONIZ 
ALEMITE GENERAL TIRE CO. KROEHLER MFG. CO. OVALTINE SPARTAN AIRCRAFT 
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ADVERTISERS COCA COLA HOFFMAN VALVE MINNEAPOLIS HONEYWELL CO. REO TRUCKS WESTINGHOUSE CUSTOMER LIST 
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